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This set gives you a new 
approach to smart, modern 
tasteful display of fine mer- 
chandise. It’s abreast of the 


times in style and design. 


Permanent and lasting as 
your store itself. The quality 
construction, sturdy lines, 
and solid craftsmanship in- 
sures its durability for years 


and years. 


Your choice of two beautiful 
finishes—modern Silver Fox 
oak or light pickled oak.. 
hand rubbed and polished. 
Either finish will blend per. Leading Display Directors 


fectly with your decor. 


tell us 


“A Cpect Stn. 


EASE PMG TS LER, 


WLS Functional Display Set 


At last... the display set that you have wanted has 
been designed...in 3 sizes...for the presentation of 
quality merchandise of various sizes. 


The set of 6 functional units is adaptable to any size 
window or interior display arrangement. Each unit may 
be used with other units or separately. 


PAG RHEE RAT EWA 


Remember...this set spells Fashion... quality... 
beauty. A truly magnificent manner of featuring fine 
merchandise. Order one or more sets today. 


6 PIECE SET CONSISTS OF: 

(1) 48 in. high, 18 in. wide, 9 in. dp. (2) 36 in. long, 14‘ in. wide, 1% in. th. 
(2) 9% in. high, 32 in. wide, 9 in. dp. (1) 12% in. high, 21% in. wi., 9 in. dp. 
MEDIUM SIZE SET = ‘2 SCALE MINIATURE SET = “4 SCALE 

LARGE . .. $97.50 per set MEDIUM . . . $67.50 per set 
per set $95.00 3 or more sets per set $65.00 3 or more sets 
MINIATURE 


$18.75 per set... $18.25 per set 
3 or more sets 


W. L. STENSGAARD AND ASSOCIATES, INC. 


346 N. JUSTINE ST., CHICAGO 7, ILLINOIS 
SPECIALISTS IN MERCHANDISE PRESENTATION « DISPLAYS « EXHIBITS 
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Display’s Great Monthly Digest 


DISPLAY WORLD 


COMBINED WITH 
MERCHANTS RECORD AND SHOW WINDOW 


VOLUME 60 MARCH, 1952 NUMBER 3 
CONTENTS 
“The Merchandise Designs The Window" At Gump's 
By Frances M. Keith 24 
Aggressive Selling With Good Showmanship Pays Off! 
By W. L. Stensgaard 26 
The New York City Display Scene By Virginia Roehl 28 
St. Louis Rally Speeds SDA Conference Plans By Milton Larson 30 
Chicago Presents A Great Display Spectacle By Shirley Ware 32 
Let's Look At Interiors Around The Country By Michael Scott 34 
Los Angeles Spring Parade By Eleanor Taylor 36 
Promotions Coming Up! By Louis Gehring 38 
Display Space Can Be Elastic By Yasha Heifetz 40 
Easily Built, Low Cost Units For The Smaller Store 42 
“Here And There 44 
Editorial 46 
Display . . . On And Off The Record 48 
Helping Display Sell Special Gifts By George A. Taffel 50 
Swedish Specialty Display 52 
Trade Personalities By Jim Tupper 60 
Should The Manufacturer Help Pay For Display? 
By W. J. Caddelle 64 
Fluorescent Colors Catch Customers By Harry Locklin 66 
The Display Parade By Jim Tupper 78 
Display Contest Report 74 
NADI News By John F. Bowman Jr. 80 


PUBLISHED BY 


THE DISPLAY PUBLISHING COMPANY 


407 EAST EIGHTH STREET, GARFIELD 2050-2051, CINCINNATI 


1, OHIO 


OUR NEXT ISSUE 


Kim Hoffman and Stephen Heidrich 
discuss the "Three C's of Store Execu- 


tion” . . . There is a detailed report on 
display at The Men's Shop of Marshall 
Field & Co. ... An article on the new 


Mayer & Schmidt store at Tyler, Texas 
. » and numerous other features will 
combine to make the April issue an out- 


standing one . . . in the mail April 15. 


THE COVER 


This handsome setting is from Kauf- 
mann's Department Stores, Pittsburgh, 
where Kenneth Duncan is display di- 
rector. It is shown here through the 
courtesy of Retail Reporting Bureau, 
New York City, 


EASTERN OFFICE 


47 West 57th Street, New York City 19. 
Phone Plaza 3-5989. 


SUBSCRIPTION RATES 


Published monthly at $4.00 a year for theUnited 
States, Canada, Pan-American Countries, 
Philippine Islands and Spain; all other $5.00 
a@ year. Canadian and foreign orders payable 
in U.S. funds by International money order 
or New York bank draft. Single copies 40 
cents. Send all subscription orders direct to 
the publication office at Cincinnati. Changes 
of address must be reported at least two 
weeks in advance of effective date; other- 
wise missed copies cannot be supplied. 
Entered as second class matter September 20, 
1922, at postoffice at Cincinnati, Ohio, under 
act of March 3, 1879 


Member 


( 


Audit National 
Bureau of Association of 
Circulation Display Industries 


Pass This Issue Along 


‘You get the most value from DISPLAY 
WORLD when you share it with others. 
See that it reaches other executives of 
your organization and the members of 
your department. 


{ 
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only $130 (with glass base) 


You don't have to ask us how good Durabelle is! 
Ask your brothers in the trade who have lived 
with her for three years! Every year we sell 
more Durabelles than we sold the year before! 


‘ 
\ 
' \ \ 
\ \ e 
\ \ \ Y 
Seven features 
us to Neat and Id 
ractically unbreakable 
ro 
Extra light-weight 
kin yf impregnated in the Plasti 
Every important style feature carefully 
modelied, faithfully reproduced 
Wears our exclusive Springwave wig 
Ask these stores 
JS Air Force makes flakproof Boston Store, Milwaukee 
ts of this same Piast: Dayton Company, Minneat 
T. Eaton, Toronto 
Famous-Barr, St. Lou 
A. Harris, Dallas 
DO. H. Holmes, New Oriea 
rdan Mar h, Bostor 
R_ H Macy, New York 
Higbee Company, Cleveland 
Marshall Field & 
J. L. Hudson ( 
Rich's, Atlanta 
May ompany 4 tore 
Bon Marche, Seattle 
H &S. Pogue n nat 
Dn 4 ‘ y} And dozens of other 
Ly, dg MME, 
498 Seventh Avenue, New York 18 © Dot Williams, president 


Mary Brosnan Mannequins e Pacific Promotions e Patina Prod 
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EATON “Velvety’* GRASS MATS 


Green as Grass and Just as Natural 


For MOTI ON - 
DISPLAYS ~ 


VUE-MORE 


ANIMATION MOTORS & 
SPECIAL MECHANISMS 


Quiet @ Wide Speed Ranges 
Dependable 


See Your Display Jobber or Write: T. M. Reg. 


, EATON BROTHERS CORP. 


HAMBURG, NEW YORK 








largest 
variety 
of 
electric 
turn-tables 








A model 


CEILING TURNERS for every 


use and 


for hanging displays budget— 





gi ? de 
yeh DEPENDABLE QUALITY “‘S/¢, 
For EXCELLENT RESULTS 











SAMPLES ON REQUEST 3 STANDARD SIZES 
b4 25 Ibs. - 75 Ibs. - 250 Ibs. 
National Card, Mat & Board Company 
4318 Carroll Avenue 11422 South Broadway 
Chicago 24, Illinois Los Angeles 61, Calif. Convertible Tier Versatil 
Structures im 
acces- 
IT'S NEW! FINALLY! sories 
1 3 for 
astic isp ays maae Diom. ee 
of 
“ i ANTI-STATIC No. 79 rae 
No more constant cleaning and wiping of dirtying plastic displays and fixtures. MERIX prey 
ANTI-STATIC, wiped or sprayed on, removes static-caused dust-attraction! Keeps displays, purposes 
display fixtures clean, attractive, truly sales appealing! 
5 Gal... . .$7.00, gallon; 1 Gallon... .$8.50; 32 oz. SAMPLE ONLY $3.85 
Foggy or misty display windows? Use the reliable standby, MERIX ANTI-FOG! Keeps | Rotary electric outlets available 
windows free of fog, mist or steam: | 
5 Gal.....$9.75, gallon; 1 Gallon....$13.95; 32 oz. SAMPLE ONLY $3.95 | | ¢ ¢ © Guaranteed for I year 
BOTH ITEMS, FOB CHICAGO, ILLINOIS MFD. BY 
PRODUCTS CORP. 
Make your displays turn into sales! Order both items today from... aiiaia Soa saponin 








MERIX CHEMICAL CO., Dept. D-12, 1021 E. 55th St., Chicago, Ill. 
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Best for sports wear 
BYRD UTILITY JACKET 
fennel zip hon 
edsable aug ft woe? 


19.5 


Town Wise - Travel Perfect 


Summer Fleece 


MAKES THEM ALL 


ONE OR MORE, single informative signs for selling merchan- 
dise, and quantity signs for general promotions. 


TWO SIDED MERCHANDISE SIGNS, simply turn the card 
over and do the second side instantly, no extra effort. 


PAPER SCROLLS for your windows or cases, and you change 
from cardboard to paper by a turn of the pressure dial. 


SCRIPT AND PLAIN TYPE, sure, both at once, brush or any 


of the new joining scripts with the basic type of your choice. 
ANGLE LINES, curves, too, any layout, you control it. 
CUTS AND PLATES, half tones, zincs, linoleum blocks, line 


rule, etc., Line-O-Scribe takes them all. 
WORDS AND PHRASES, made to match and line with any 
type you use. 
EXTRA BOLD OR LIGHT, you can reproduce every type from 
1/16 inch fine line to 10 inch extra bold. 


PROOFS AND ORIGINALS, directly on the master sheet for 
offset duplicators, lines of type or cuts for advertising layouts. 


Want to create an impression? . . . Want 

to talk confidentially to your shoppers? 

. . . Want to shout about your values? 
. Want to run a bang-up sales event? 
. Want to step up your sales volume? 
. then... 


You Need zal 
LINE-O-SCRIBE "002 mnrzc 


May we send you our complete Catalog M50 illustrating and 
pricing all models of the Line-O-Scribe Sign Machine? .. . 
WRITE TODAY. 








THE MORGAN CO. 
3984 Avondale, Chicago 41 Ill. 
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A F R EF CATALOG OF 1952 


PARADE 





To Help You 
DESIGN 


Containing more than sixty illustrations of float and auto 
designs and decorations, this catalog provides the information 
necessary to plan and execute your own parade floats. Con- 
struction is simple and attractive floats may be easily built 

YOUR OWN by yourself or your display staff at low cost. The wide 
selection of designs illustrated and described are appropriate 
for any type of business or parade theme. 


With each float design ordered, a complete blueprint of 
construction and decoration is included. 


A wide variety of float decorating materials is also illustrated 
in this catalog. 


Write For Your Copy Today! 


DISPLAYS, IN€. 


1 a) EAS T en ae ee | AVENUE 
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WA ows look when the sun shines? 


A clear, colorful view ! That’s what it takes 
to make the merchandise in your windows 
attractive to shoppers. So don’t hide and 
darken your displays with awnings and 
canvas strips. Equip your windows with 
INFRA-CHEM TRANSPARENT 
SHADES... Boost sales, cut losses, as 
100,000 retailers are now doing. 


INFRA-CHEM is durable, chemicalized 

a HN material made with our exclusive formula. 

TRADE MA It effectively repels direct and reflected rays 

that cause fading damage. You have only the 

TRANSPARENT SHADES original cost ...no maintenance, no cleaning. 

Protect Merchandise from Sun Fading... Learn about the many other advantages 

Let Customers Look Through Your Windows INFRA-CHEM TRANSPARENT 

, 9 SHADES provide . . . you'll be money 
ahead ! Mail the coupon below. 
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TRANSPARENT SHADE CO. 
501 N. Figueroa St., Los Angeles 12 


Rush free samples and information on 
INFRA-CHEM TRANSPARENT SHADES 


RANSPARENT SHADE CO. | NAME 


Vi 501 N. Figueroa Street | STORE NAME 
Los Angeles 12, California j 











i Write today 

| for your free 
folder and 

{ samples... 
absolutely no 

J obligation. 


ADDRESS 


12 Years of Quality Service to America’s Retail Stores { city zone state 
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BEAVER BOARD 


is a lightweight champ. 


BEAVER BOARD 


cuts cleanly and easily into 
any shape. 


\\ 1/7 
Certain teed , 
Ame eet 

BUILDING 

PRODUCTS 


acaver soaro NM O71 (11/8 (42-4 





\ 


is inexpensive—costing 
much less than other dis- 
play boards. 


ASPHALT ROOFING « SHINGLES « SIDINGS 


eer } ASBESTOS CEMENT ROOFING AND 
BEAVER BOARD ut j , SIDING SHINGLES » GYPSUM PLASTER 


nis et lmaaned ; LATH « WALLBOARD » ROOF DECKS 
by painting 4 any print- ACOUSTICAL TILE INSULATION 
ing process. FIBERBOARD 








MARCH, 1952 DIS PE AY 





Striking Dimensional Displays 


with ZEM RIBBON FRAMES 


JOHN HAMMOND. Display Director. 
Geo. Innes Co., Wichita, Kansas, Uses Frames 
to Erect Outstanding Group of Smart Displays 


John Hammond. display director of Geo. Innes Co., Wichita, 
Kansas, erected a striking group of five window displays using 
the new Zem Ribbon Frames. Shown on this page are three of 
the windows, one illustrating a studied layout in perspective 
and the other two showing a simpler use of the frames in 
fashion windows. 

In the shoe window shown in the two illustrations above, the 
three different size Zem Ribbon Frames are used one behind 
the other to gain the feeling of perspective. By finishing the 
opposite faces of the frames in different pastel colors and 
alternating these colors on the perspective lines below, he 
combines color with the depth and dimension of the Zem 
Ribbon Frames to achieve a striking modern, perspective effect. 

Dimensional, lightweight Zem frames are versatile and 
functional. They are easily mounted and are adaptable to a 
wide variety of display uses. Available in any of three practi- 
cal sizes. 

Be the first in your city to use the new Zem Ribbon Frames. 
Sold only on an exclusive basis in each city. 


See your G-W salesman or write for full details today. 


See Zem Ribbon Frames at the SDA Show 
April 6th-9th. 1952 — Hotel Jefferson, St. Louis, 
and the NADI Show — June 28th-July 2nd, 1952 
— Hotel New Yorker, New York City. 


Zem Ribbon Frames Distributed Exclusively by 


GARRISON-WAGNER CO. 


2018 Washington Avenue Saint Louis 3, Missouri 
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WEL 


COME TO 


MEET YOUR FRIENDS 


IN SAINT LOUIS! 


Attend the greatest SDA Conference and Market Week ever held! Visit St. Louis where 


“Display” is a major industry and where more important display products and related products 


are manufactured and distributed than anywhere else in the 


nation. Members of the St. Louis Display Industry 


extend their heartiest welcome to you. 


Wake Your Resewations TODAY! 


Mail reservations to Southern Display Association 


Att’n: Reservations, Hotel Jefferson 
415 N. 12th St., St. Louis, Mo.—by March 15, 1952 





S.D. A. 1952 CONFERENCE PROGRAM 


SUNDAY, APRIL 6, REGISTRATION — Register 
on the Mezzanine Floor at Hotel Jefferson 
SUNDAY, APRIL 6, 12:00 NOON— All display 
exhibits open at Hotel Jefferson 
SUNDAY, APRIL 6, 1:30 p.m., ANNUAL S. D. A. 
BUSINESS MEETING — In the Gold Room on 
the mezzanine floor for the election of 
S.D.A. officers and the selection of the 
1953 Conference city 
MONDAY, APRIL 7, 9 a.m. to 6 p.m.—All 
display exhibits open at Hotel Jefferson 
MONDAY, APRIL 7, 10:00 to 11:00 a. m., DISPLAY 
ROUND TABLE DISCUSSIONS — A discussion on 
Display Interiors” will be held in Parlor! 
under the direction of Mr. Howard Backer. 


MONDAY, APRIL 7, 12:00 to 1:00 p.m., IMPORT- 
ANT LUNCHEON MEETING—Speaker to be an- 
nounced, who will discuss the National 
Advertisers opportunity tor sales through 
display selling techniques 


MONDAY, APRIL 7, 2:00 to 3:00 p.m., DISPLAY 
ROUND TABLE DISCUSSIONS—A discussion on 
“Display Windows” will be held in Parlor 
1 under the direction of Howard Backer. 


TUESDAY, APRIL 8, 9 a.m. to 6 p.m. — All 


display exhibits open at Hotel Jefferson 


TUESDAY, APRIL 8, 10:00 to 11:00 a. m., DISPLAY 
ROUND TABLE DISCUSSIONS—A discussion on 
“Department Management” will be held 
in Parlor 1 under the direction of Howard 


Backer 


TUESDAY, APRIL 8, 12:00 to 1:00 p.m., IMPORTANT 
LUNCHEON MEETING— Presenting the new cars 
through display salons and the opportunity 
for display in selling new cars’ accessories. 


TUESDAY, APRIL 8, 2:00 to 3:00 p.m., DISPLAY 
ROUND TABLE DISCUSSIONS—A discussion on 
"Department Personnel” will be held in 
Parlor 1 under the direction of Howard 
Backer. 


WEDNESDAY, APRIL 9, 9 a.m. to 6 p.m. — All 


display exhibits open at Hotel Jefferson. 


WEDNESDAY APRIL 9, 10:00 to 11:00 a. m. 
DISPLAY ROUND TABLE DISCUSSIONS — A dis- 
cussion on the subject of “Department 
Shops and Costs” will be held in Parlor 
1 under the direction of Howard Backer. 


WEDNESDAY, APRIL 9, 12:00 to 1:00 p.m. 
IMPORTANT LUNCHEON MEETING — Mr. Robert 
Stolz, Advertising Director, Brown Shoe 
Company, will speak on "Display Merchan- 
dising the Product and the Sales Program.” 


WEDNESDAY, APRIL 9, 2:00 to 3:00 p. m., DIS- 
PLAY ROUND TABLE DISCUSSIONS — "Depart- 
ment Window Scheduling Charges” will 
be discussed at this meeting in Parlor 1 
under the direction of Howard Backer. 


WEDNESDAY EVENING, APRIL 9 


1952 S.D.A. DINNER DANCE WITH 
SPECIAL ENTERTAINMENT 


PRESENTATION OF NEW OFFICERS 
PRESENTATION OF 1952 AWARD WINNERS 
ANNOUNCEMENT OF 1953 CONFERENCE CITY 


© Special Program and Entertainment for the Ladies @ 


IS SPONSORED BY THE SAINT LOUIS DISPLAY INDUSTRY 


THIS AD 


ACCORDING TO HOYLE DISPLAYS 
AD-CRAFT, INC. 


ADVERTISERS DISPLAYS AND EXHIBITS, INC. 
AMERICAN FIXTURE & MFG. CO. - KORRECT-WaY DIV. 


BADER’S ART SUPPLIES 

HENRY L. BRAUN DISPLAY COMPANY 
FLYNN & MACK'S CREATIVE DISPLAY CO. 
GARRISON-WAGNER COMPANY 
GROSCH-TUCKER DECORATING COMPANY 
HI-CLAY SIGN STUDIOS 

JEAN'S WIG MFG. COMPANY 

H. L. JOHNSON & ASSOCIATES 


KUPFERER BROS. & METZ 

EDWARD H. LAUCK DISPLAYS 

MAR-JE MANNEQUIN WIG COMPANY 
MIDWEST DISPLAY EQUIPMENT CORP. 
NU-ERA DISPLAY FIXTURE COMPANY 
SCREEN-CRAFT DISPLAYS, INC. 
STANDARD PLASTIC DISPLAY COMPANY 
TAYLOR-KLAAS & ASSOCIATES 

HARRY WALTER COMPANY 

RAY WHITNAH DISPLAY PRODUCTS CO. 
WALTER E. ZEMITZSCH DISPLAYS, INC. 


COCKTAIL PARTY SUNDAY EVENING, APRIL 6, GIVEN BY THE ST. LOUIS DISPLAY INDUSTRY 
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| BUTLER SUNFAST SEAMLESS 
ON THE PUTTING GREEN | 


swe as | FADE PROOF 


IN YOUR DISPLAY WINDOW 
poe SUNFAST 
DISPLAY PAPERS 


|. Guaranteed Full Yardage 
2. No Minimum Quantity 
3. Drop Shipments No Charge 
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BUTLER SUNFAST SEAMLESS 
SS2JIWV3S LSVINNS 4371LNE—— 


AL FLOORLOOM 





cog $4.00 $45 We promise these fresh, Nature-Like 
GRASS MATS €d. Dozen 72 Row Grass Mats will oe the 
; : attractiveness of your display set- 
cg lig ee ae tings. The turf is heavy and extra- 
thick. Perfectly uniform and even— 
17 in. width x 15 ft. lenath 495 no bare spots show through on these 
Sh ithe: 6h length 6.75 Nature-Like Grass Mats. Turf is 
3 ft. width x 15 ft. length 10.50 securely stitched to a durable burlap 
5 ft. width x 10 ft. length 11.50 base. 
5 fi. width x 15 ft. length 17.50 : 
3 ft. width x 30 ft. length. . 21.75  Spriakiings Covers approx. $2.95 


BUTLER SUNFAST SEAMLESS 
SS3IWV3S LSVINNS Y31LNE 











12 in. width x 15 ft. length .$ 3.50 


5314” Wide 


40 sq. ft. 1" thick. 
(8 yds. — 50 yds. — 250 yds.) 


Special Sizes to Order — Any Length 4 |b. carton 
or Width. 


von (ORT R. CONE ( a 


Member NADI 
810 PENN AVE., PITTSBURGH 22, PA. 




















BUTLER SUNFAST SEAMLESS 
SSJINV]AS LSVINNS 4321LNS 





For Spring & Easter Display 
FERNS 


FLOCKED AND PRESERVED 
REGULAR AND PASTEL COLORS 
FOR ALL SEASONS 


Also: Johnson Grass, Ambush Grass, Fox Tails, 
Sea Oats, Sea Fans, Star Fish, Shells. 


Write for Catalog 


JACK DE WEESE 


203-205 S. Miami Ave., Miami, Florida 


Please send me 
FREE 1952 BUTLER SEAMLESS 
CATALOG 

[] One Yard FREE SAMPLE 

(Specify Item and Color) 

Name 

Title 

Firm 

Address. - 

My display Jobber is 
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Peg-Board and Deca Poles Aid in Telling 
Glass is Made’ 


Picture-Story of ° 


Behind-the-Scene Shots 
Mounted on Peg-Board 
at Pogue’s, Cincinnati 


When The H. and S. Pogue Company, of Cincin- 
nati, Ohio, decided to install a series of window 
displays dramatizing the processes involved in the 
manufacture of Tiffin Glassware, it presented a 
unique problem for W. S. Grover, display director. 
The key part of the displays was a series of blow-ups 
of photographs showing how glassware is made. Since 
all of the store’s windows are of the open back type, 
Mr. Grover could not mount the blow-ups on the 
backgrounds, and consequently, he was faced with 
the problem of where and how to mount them. 
Mr. Grover found the answer to his needs in Peg- 
Board and Deca Poles. 

The blow-ups, each 32 in. square, were mounted 
on sheets of Peg-Board, 36 in. by 48 in., and they 
in turn were mounted on Deca Poles. Individual 
pieces of Tiffin Glassware, some in various stages of 
completion, and materials used in the processes added 
authenticity to the displays. 

By using Peg-Board and Deca Poles, Mr. Grover 
saved time, effort and added expense. 

Peg-Board sheets were quickly and easily mounted 
on the Deca Poles, and the blow-ups, copy and 
directional arrows were mounted on the Peg-Board. 
This phase of the operation involving over half of the 
work was accomplished in the display department 
workshop before the display was installed in the 
windows. 

The Peg-Board panels could be mounted at any 
desired height and the poles erected any place in the 
window. Moreover, when the displays were taken 
down, the poles left no unsightly marks on floor 
or ceiling. 

Most important of all, both the Peg-Board and the 
Deca Poles used here can be used over again in other 
displays, and thus they pay for themselves again and 
again in terms of material and labor costs saved. 

Well pleased with the job Deca Poles did for him, 
Mr. Grover has reordered more of them. About the 
glassware promotion, he writes, “As far as you're 
concerned, this is probably just another incident 
where the Deca Poles served a useful purpose, but 
to us, they were invaluable.” 

Why not give Deca Poles a trial in your display 
department now. 


For Full Details, Write for New Broadside No. 21-D 


Garrison-Wagner Co. 
2018 Washington Ave. St. Louis 3, Mo. 


One of the series of window displays showing four blow-ups of a 
scenes from the various stages in the manufacture of glassware. The 
blow-ups are mounted on 36 in. by 48 in. sheets of Peg-Board which in 
turn are supported by Deca Poles. Various stages in the process of making 


‘a goblet are illustrated in the foreground along with a blow pipe and 


all of the ingredients necessary in the manufacture of glass. 


Ww Three Deca Poles support the three 36 in. by 48 in. sheets of Peg- 
Board with blow-ups of photos on them. Al) the Peg-Board sheets in these 
displays are of flush-type construction. They are held on the poles by 
means of “U” Clamps mounted to the hidden frames. Notice how the 
Deca Poles, which are adaptable to any ceiling height from 31 in. to 25 
ft., accommodate an unusually high ceiling in this exhibit. 
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GENUINE [| tis-sonny:] GIVES 


TRACE MARK 


“DISPLAY TWINS” 


The “pegs” and the “boards” are the twins to use to SELL more 














merchandise. Proven by hundreds of installations in store windows, store 


interiors, showrooms and exhibits. Perforated hardboard alone, without 





the “peg” fixtures, is like a hammer without a handle. Genuine Peg-Board 


and Peg-Board fixtures are made for each other, truly “matched design.” 


STANDARD WEIGHT TWINS 
Recommended for general display 
use. '%-inch thick, smooth or leather- 
grained tempered hardboards. Choice 
of over 40 different “matched design” * 
fixtures. 





~» 
% 

£ 
¢ 


— ' 





Shelf Bracket, H 
Rubber Sleeve Hat Bracket, Rubber Top 


\ \ \ SSS 
, \ \ A XY, Double 
\ ~ \ Se] Curved 


i Hook 








« 











Purse Easel = Shoe Easel 











HEAVYWEIGHT TWINS 


Recommended for extra-duty dis- 
—> 
plays, such as grocery, heavy hard- 


Heavy Duty Hook ware or automotive departments. ™%- 





at, a inch thick, smooth-surfaced tempered 


06666066 6 
Oo 0 960 0 G6 GO 0 G6 


ee — hardboard with “matched design” 





x ; fixtures. 


r c 
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Heavy Duty Hook Shelf Bracket 
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MAXIMUM ECONOMY AND VERSATILITY 
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MERCHANDISE PEG-BOARD IN MINUTES! 


Just a swing of the arm and fixtures can be moved from one location 





to another . . . no nails, no screws, no staples; no tools of any kind 


required. Ideal for making quick changes from one merchandise type 








Sa to another. A request on your letterhead will bring you a complete 


WRITE TODAY rs ; 
FOR FREE CATALOG listing of “matched design” Peg-Board and Peg-Board fixtures. 








AUTHORIZED DISTRIBUTORS vate : is the Reg. TM of, and is produced exclusively by 


PEG-BOARD OF NEW YORK 


nw nant Tm B.B.Butler Mfg. Co., Inc. 


PEG-BOARD OF CALIFORNIA 
4833 Exposition Bivd. 
Los Angeles 16, Cal. 


3150 RANDOLPH ST., BELLWOOD, ILL. 
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WHAT IS YOUR MOST EFFECTIVE 


1,290,000 
CUSTOMERS SAY 


DISPLAY! 


Varied merchandise was used in 58 test 
windows in a store in each of twelve cities. 
1,290,000 customers were covered — believed 
to be the largest sampling group in any 
marketing research. 
Sales jumped from 18 to 67% by the use of 
proved display technics, for merchandise 
oid totally unpublicized in any other way. The 
Ch k Ye ability of display to start and sustain sales was 
ec our conclusively proved from these results. 
Report No. 2, the second in our Visual Merchan- 


\ 
oO 2 
4\ \ \\ Sales Pulse _— dising Research Series, reveals complete de- 


tails on traffic, readership and sales effect 


a brought out by this study. This 128 page book, 
| @) 4 D E 4 Y @) U RK ? fully illustrated and bound, is now available. 
“sales pulse” against these records. 


» Check your 
| 4 E Pp @] ke T No e 2 Send coupon below for your copy of Report 


No. 2 — or if you haven't seen Report No. 1 


em T Oo D A Y i —send for both, $5.00 a copy. 


d "ee 3 \ National Association of Display Industries 
ron peer ; “as Mie 203 N. Wabash, Chicago 1, Illinois 


OF CISPLAT inouSsTRES 


) Please send me copies of N.A.D.I, Visual Mer- 
4 \ chandising Research Series Report No. 2, at $5.00 
\) / each. Enclosed is my check for $ 

V Y 
/ \ 


PROGRESSIVE MERCHANDISE 
Peescatation 


NATIONAL ASSOCIATION 
of DISPLAY INDUSTRIES 


203 No. Wabash Ave., Chicago 1, Illinois 


Name 


Store 


Leesa seeeesesseassesasane! 
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DISPLAY WORLD 


Atert, creative thinking to come up FIRST with the smart- 
est NEW ideas in dramatic display materials and gimmicks. 


Movancep styles in DISPLAY FABRICS, ACCESSORIES 
AND NOVELTIES. Always way out in front of the parade with 
colorful, captivating creations, certain to click in YOUR windows. 


Aauistic designs, packed with eye-appeal and sales- 
allure, to make YOUR windows the most powerful ‘‘silent 
salesmen" in town. 


They all add up to MAHARAM 3-A SERVICE... winning 
raves from Display Men from Coast to Coast. 





NEW DECORATIVE FABRIC DEPARTMENT 


Offers a complete selection for decorators of stores, offices, hotels, 
homes and institutions and presents a distinctive line of... 





Boucles + Woven Textures + Velvets 
Silks: Shantungs, Taffetas, Satins, Gauzes 
Slip Cover, Drapery and Upholstery Fabrics 
There is no color problem at Maharam's. 
We dye and print to special order. 


FOLLOW THE MAHARAM NEW SUMMER LINE FOR DRAMATIC, DYNAMIC DISPLAYS 


NEW YORK: 
130 West 46th Street 


LOS ANGELES: 
1113 South Los Angeles St. 


“The House of Service” 


| rs 
RIC CORPORATION GEEAeS: 
115 South Wabash (Wurlitzer Bldg.) 
Display Center of America ST. LOUIS: 


927 Century Building 
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COLLOID TREATED FABRIC 


the 
FANTASTIC 
PLASTIC 


Remember when we were kids, how we used to make 
copies of nickles and dimes with a piece of tinfoil? With 
this fantastically simple method, go one step further and 
apply a single layer of ‘'Celastic"’ over the tinfoil and 
you can make exact duplications of anything you wish. 
Want to duplicate a tree, rock, statue or that pumpkin 
in your backyard? Just cover it with tinfoil (tinfoil acts 
as a separator and a dab of "'Celastic" parting agent 
holds the tinfoil in place), then apply a single layer of 
medium weight No. 45 "'Celastic'’ torn in pieces, or one 
piece whenever possible. When "Celastic’ is thoroughly 
dry, lift off "'Celastic” shell. If object is full round, slit 
one side to remove shell. Temporarily join seam with 
masking tape. Tear a half inch ribbon of "Celastic" 
and cover seam, removing masking tape as you progress. 


Y \ eS 
(a *. ‘ 
Reproduce Stone Masonry, 
Rocks archway, fountain, column 


Reproduce Spanish tile roof, 


WORLD MARCH, 1952 


Duplicate all or part of the above scene with the new 
"Celastic" and tinfoil method. 


ROCKS 
TERRAIN 


STONE MASONRY 
TREES 


‘ a 
Reproduce rock 
formation 


Reproduce tree with beautiful 
bark texture 


e "Celastic'' Cuts Production Time and Cost 
e It's Lightweight Beyond Belief 
@ It's Unbreakable and Waterproof, Too 


WRITE TODAY FOR DETAILED LITERATURE ... PACKED IN 25 AND 50 YD. ROLLS. 


Ben Waser ine 


— 
NATIONAL DISTRIBUTORS—U.S.A. AND CANADA 
PF DISPLAY AND ALLIED INDUSTRIES 


125 WEST 26TH STREET, NEW YORK CITY 1 


*Trade mark of The Celastie Corp. 
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pau Ison presents the new crystal clear 


Trade Mark 


eJumbo display box 


more _ 
merchandise 











DUSTPROOF PROTECTION FOR eget tc ENP 
SOFT GOODS, CUTS MARKDOWNS . ’ 


DUE TO DUST AND HANDLING MIX "EM 


WITH OUR 4” BOX 
A tremendous space saver! For every store — for OR MATCH 'EM 


every department. Paulson Display Boxes actually pay FOR ANY SIZE 
for themselves because they keep dirt and dust vut — SHELF SPACE 
save handling. Will give a lifetime of service. 

Smooth-as-satin grooves permit easy stacking without 

marring covers. For sweaters, linens, hats, lingerie. 

accessories, shirts, miscellaneous supplies, The biggest 

markdown preventive on the market today because 

they keep stocks spic ’n span and out in the open where 

customers and clerks alike can SEE what they want. 


Paulson crystal clear display boxes and trays actually pay for themselves 


#125 4 INCH #100 MEDIUM #150 LARGE #50 SOCK OR #35 TIE TRAY #75 HOSIERY TRAY 
UTILITY BOX UTILITY TRAY UTILITY TRAY GLOVE TRAY 


for the name of your nearest Paulson distributor write 


paulson company 


DEPARTMENT 4, 585 BOYLSTON ST., BOSTON 16, MASS. 
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DISPLAY DIRECTORS: SUPPORT* 


Americas Retailers 


AIR FORCE RECRUITING WEEK 


APRIL 19-26 


*~ The U. S. Air Force needs an average of 20,000 ycung men and women 
each month and they hope to satisfy this need by volu Y It 
Stores may secure promotional and display material to support 
this vital cause from the N.R.D.G.A., 100 West 31st Street, New York 1, 
New York. Reasonably priced kits are available for large or small stores. 


Incidentally, Darling Displays is the nation’s 
, é largest prod of p hute hardware, and one 
of the largest prod of precisi cast parts 
for jet engines. 


L. A. DARLING COMPANY + BRONSON, MICHIGAN 
NEW YORK CHICAGO LOS ANGELES 
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a CLOUD DESIGN CORRODEK 
S compelling background 48 in. X 25 ft. Corrugated Face. White Clouds on 
: ; 3 3 Light Blue Background. C-439 $4.40 Per Roll 
materials bring eye appeal into your sales displays. sotiieianacesiiiiesaiied 
These colorful, exciting designs lend themselves ; : tah 
to literally thousands of uses. 
Use Sherman’s display ideas to boost your store trafhe 
make it a bright, colorful, 
profitable Spring and Summer Season. 
To learn about Sherman’s new ideas, 


write for their Spring and Summer 
Display Guide, Dept. D3. 


APPLE BLOSSOM PHOTO PANEL 
30 in. X 40 in. Four Colors. P-772. $2.05 Each 


STRIPED CORRODEK 48 in. X 25 ft. Corrugated Face. Wonderful as backgrounds or general 
trimming use. These effective stripes add glamor to every display. 

Available in three designs, stripes printed on White CorroDEK. 

$4.40 Per Roll 


Stee fea SEE YOU AT THE 


C-461 Blue 


C-462 Green S. D. A. MARKET WEEK 
St. Louis April 6 - 9 


SPACE 51 
MINIATURE 
C-470 Red 
C-471 Blue 
C-472 Green 


Bs AtterNate Shenae 
| C-445 Red 
| 








c-a46 Blue PAPER PRODUCTS CORPORATION 


C-447 Green 
NEWTON UPPER FALLS 64, MASS. 


CHICAGO NEW YORK LOS ANGELES 
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exciting news for users of PHOTO MURAL FABRIC 


YOUR OWN PHOTO 
REPRODUCED with 
THRILLING REALITY 


Here's an opportunity to have any photo- 




















graph you wish excitingly enlarged on 
photo mural fabric for an interesting, 


unusual display background. On Rayon, 


can be washed and cleaned. 


WRITE TODAY FOR 
COMPLETE DETAILS 





14 Stock Scenes for Every Season 
Perfect Display Backgrounds 
Order Direct or From 
Your Jobber 
































...it looks better 


CENTURY LIGHTING, INC., § 





















FEMME FORM GLAMOUR FORM 
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Cl Plasti : i 
ear Plastic = ~ Clear Plastic Torso ol WW 


Display Sensation og 
ay =a) Form Divine 





Beautifully 
displays full —- Dynamic Display for M-Vutiais- Mee a ee 

Teale tiaMme late Mize) ieee Bathing Suits, Girdles P ispl Equi t 
piece garments and Bras, Halters and of Plastic Display Equipmen 

Fits any stand! \ Shorts, Midriff 
Tilts and Swivels. Ensembles, all full- PRESENTS 
Accommodates j length and two piece 

Pins. Replaces ie - apparel. Accommodates Crystal Clear Plastic Products of unparalleled 

Mannequins and : * 4 Pins. Fits any Stand. merit, at rock bottom low cost,-available direct or 


rYatlelanaelauts from any recognized display equipment dealer 
Complete with 3 $Q75 A copy of our complete Catalog will be mailed 
ea. rediatel request 
ateksitel a lele) aare) immediately upon reques 
arelate Migolumuutelcellale Ey 
1] ice 
Kelhitd:\2eld Gia, RA) 
4”: 


=500 3 to a carton. Less than 3 at $5.00 each 


WONDERFORM [meywuee meee DAINTY FORM 


Complete with Plastic Base. 
Red Wing Products, Bellerose, New York 
SERVING OVER 26,500 CUSTOMERS THROUGHOUT THE WORLD 














Clear Plastic Displays for ese Intimate Wear 
“Bra” Form Impulse Sales \ Display Sensation 
Perfectly Stel eer / \ Clear Plastic and 

Displays bras asic ne long needed to 
fe - kind closest thing to display girdles, 
. port ~ showing skirts briefs panties, 
™ sty ce and slacks true wi belts ion 
especially to life this side of a Stands b 
wonderful for reality. Fits any stand itself, eo ete 
Nylon. Fits pes! Tilts and Swivels. pa on sand 
stand. Tilts and Accommodates pins. rs Y od ‘ Pi 
Swivels. Even ewe : ag ates Pins. 
Te] : a Se 







“sits” by itself. $350 













i ea. 
Less than 6, $3.75 each * Complete with Plastic Base. +300 


MASTERFORM 


Clear Plastic 
Menswear Unit 
Comes equipped with its 
own heavy duty Plastic 
+800 Stand. Displays Mens wear 
of every kind. 
Accommodates pins. Tilts 
and swivels when attached 
to a stand. $5 50 







SHELF AND 
SHOWCASE TRAYS 


Clear Plastic! Keeps 
your merchandise 
neat. Eliminates 
markdowns. 
$400 


ae FOR NARROW FOLDED ITEMS sO 
“801 Same as above, but equipped Less than 12, Less than 3 at $5.75. 
=80 with removable center partion $2.55 each 


BEAUTY FORM » WIDER ; 
The Ultimate for Blouses 









KIDDIE FORM 
Children’s Wear 













NN and Sweaters Unbreakable Display Unit 
\ . White Plastic 
Crystal Clear Plastic. Bold Black Comes equipped 
Comes equipped with Numerals with its own plastic 
its own plastic stand. Can't fall off stand. Or attaches 
Attaches to any stand, tela aN to any stand, tilts 
tilts and swivels. one thru sixty and swivels. For boys or 
Accommodates pins. odd, even and half girls one piece garments or 









More used thon any sizes. Also blank. « two. Accommodates pins. 
form ever made. $4} 25. Oc ; PTR 8 8se75 t 
1 ‘ az. Less than 6 at $4.00 each. 


Less than 6 at $4.50 each. 
7. 5 MULTIVIEW MASS 
~ DISPLAY UNITS 










$2.75 per set 75 per set 









DISPLAY ALL 


Handiest Clear Plastic Sales 


aid ever to come your 






way. Displays 8 gar aS ae We D po. 
ments, fits any stand 4 » 
° \ y of 
$425 
ec - a € 
~~, -_ a Cc 

Less thon 6 r, < ® Cata go. 

PLASTIC HOOK at $1.50 Jp + ” t 690 

Ay each Ste a { - 

* =150 #415 a | c 
we te w 


30¢ 


Time and Money Saver. Rigid, Rugged. Dust- lf-doze astic Form 
proof. 15 x 11 x 4.$4)95 Less than 12, $3.20 ea. af $3.9% 


=P] 
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—FHoor, ceiling and walls were painted dead 
white in this Wedgwood display. Large “W" 
and "T" tacked on back wall were of black 
string; 6-inch black plaster letters spelled out 
the rest of the words. In the mathematical 
center of the window was a white pillar with 
the simple “Traditional” dinner and salad 
plates on top, bread-and-butter plate, teacup 
and saucer on the floor. Color relief was 
provided by fresh red roses fastened into the 
string and tied to the pillar; the roses were 
changed twice daily— 


“ . 
HE elevation of the function of store 


display to a_ position of 


window 
prestige hierarchy of 
} 


personnel will be 


in the store 


executive gained when 


management recognizes that merchandise 
merchandise,” 


manager at 


more 
display 


designed windows sell 
states Herb 
famous Gump's, San Francisco 


point, Mr 


Raynaud, 


In expanding this Raynaud 


WORLD 


PF 


4 


1S Pit ay 
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| 


EpGwoND 


AADITIONAL 


“The Merchandise Designs The 


window dis- 
from a selling 
head of the 


where 
play has become focal, both 
standpoint, the 


says that in operations 


and an artistic 


display department stands equally with other 


recognized 
program 


Bexecutives in the light of his 


Walue to the store merchandising 


Mr. Raynaud, who is advertising manager 
las well 
Semplifies the 
Pretation in 
Hieves that 
devel ps 
When me 
pia Mr. Ra 


at Gump's, ex 
inter 


as display manager 


merchandising-artistic 


window techniques. He be 


window display originates and 


trom the merchandise to be shown 


rchandis¢ oposed for dis 


series oO! 


ynaud first asks a 


with the major one 
succession 


questions, leading off 
Why 


follow 
tablish the 


is it being promoted? In 
other pertinent queries that will es- 
window approach in his creative 
design If the worthy of 
promotion, then what is its major appeal? 
better than others of its kind? 


merchandise be 


How it is 


—Pale blue walls and floor were used for this 
display of ivory cuff links. The planks were 
pickled finish. Men's shirt sleeves 
were of bright ribbon. Aimed at women, the 
window was kept light and gay in feeling— 


natural 


what makes 
how? 


a new concept, and if so, 
it desirable? Does it serve a need; 
Has it an origin that gives it an aura of 
Should the window display point 
of possession? Is there a 
about it that should be 
exaggeration of size, a 
novel fabric texture, an aesthetic quality 
to gratify the connoisseur? And as he asks 
questions, Herb Raynaud ties 


prestige : 
up the 
special 
magnified an 


pride 
property 


himself these 


—For "Contour sterling silver flatware the 

walls were in pure ultramarine blue, with white 

iron pieces fastened to the back wall to create 

the effect of a French curve. The ceiling was 

white; the floor was covered with terra cotta 

tiles painted white and filled in with yellow 
ochre ground cork— 
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—This was a gallery exhibition of original 
drawings by Paul Klee. Walls were of chrome 
yellow, and the floor was covered with black 
felt. A photostat of a Klee drawing enlarged 
six times was hung by white string so that the 
string became a part of the design. A small 
bit of abstract wire sculpture was painted 
black and a 3-inch plaster "K" painted red 
was fastened to the back wall— 


each to the dominant merchandising factor 
who are the people who will want this 
item, and buy it? 

Mr. Raynaud demonstrates his process of 
analysis that it is the merchandise which 
controls his window presentations through 
the photographs shown on these pages. 

From these window displays, each de- 
scribed in detail at the conclusion of this 
article, one may observe the versatility of 
his talent as he points up the major appeal 
of the merchandise to achieve the motivating 
purpose, their sale 


Window, At Gump's By FRANCES M. KEITH 


discovers that the black panel, or other ele as long as it actually relates to the sale of 
ment he had in mind, is not available. He the merchandise shown. 

should not then turn to a gray to achieve Once Mr. Raynaud has seen the window 
the contrast, but should change direction design in his mind's eye he makes a rough 
and use, instead, white against white sketch, considering the three-dimensional 


In the process of elimination in the possi- quality of the window He does not permit 


ble approaches to the display of merchan- himself to become so impressed with props 
dise, Mr. Raynaud believes whimsy may be that they in any way over-shadow the pur- 
used to great advantage; it charms and pose of the display 

celights people since it is relief from the From blueprint to actuality, window dis- 
serious. But he points out a basic premise play parallels any other activity of transla- 
Novelty of whatever nature must not be tion. Adjustments. will be needed that will 
used simply for the sake of novelty. It may call into play the ingenuity of the display 
be used advantageously to attract attention [Continued on page 58] 


“There is always more than one approach 
in the manner of artistic interpretation,” 
he says, “The important point is that once 
this approach has been determined, there 
should be no compromise m any detail.” 

For instance he proposed a hypothetical 
case in which the display designer deter 
mines to use white against black. He then 


—Above, for plastic salad bowls and servers 
the floor was covered with terra cotta tiles 
painted black, set in ground natural cork 
sprinkled with gold mica . . . Right, this was 
a display of hostess aprons. A white rattan 
spiral figure was mounted off-center on a 
turntable, revolving in a circle to tie in with 
the copy line: "Go ‘round your home in one 
of these gay new aprons.” 
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Aggressive Selling With Good 


HAVE 
who 
to make 
it’s as 
ability to 
on the 


never known an alert merchant 


would not agree to spend money 


Yes, on the 
except for the 


money 
that 
funds to 
performance 
Also to 


an investment in a 


surface 
simple as 
each medium 
rather than 
what 


allocate 
basis of 
precedent 


prove in ance 


specific display promo 


yroduce in sales by comparison, 
I 
will result 


right idea 


tion will 


what sales 


goods vs. the 


meaning course 


by just exposing the 
and showmanship 
let's say the 


As an example showmanship 


would window 
week 


dred 


cost & rr one for one 


This equals 10 percent on five hun 
additional 5 
percent on $1,000 
Without 


basi 


dollars in sales or 5 


sales, and 
have the 


light, etc 


additional 
so on showmanship we 


sound investment of rent, 


So with more sales our basic become 
more productive, too. By 
the same 


lizer 


costs 
comparison, tor 
afford ferti- 
results on the 


reason a ltarmer can 


more crops, better 


same property 
for example, 


to actual 


\ newspaper advertisement, 
on the average costs 15 percent 
sold within 

hours as the result of the ad and then 
the ad is dead \ prop may be 
used over and over in many ways for both 


advertised items 
display 


and 
let's not 


window interior 
Also overlook the plus 
the store that uses showmanship in dis 
That 
displays, day 
trathec, 


value 


each and every week store 


vilds 


more readership for 


and night more stoppers more 


—Giant daisies in action as seen in R. H. 
Macy windows sell "Fresh as a Daisy Cottons” 
, A simple little red "Crystafoam" robin 
arrives early at Henry's, Wichita, to do a big 
selling job at low cost in each window... 
Robinson's, of Los Angeles, sold ‘Flamingo 
Pink" with showmanship via white palms and 
the pink flamingo Even with pots and 
pans, showmanship sells more — as seen in 
this display at Famous-Barr, St. Lovis— 





blood of the store. Goods 


more 


which is the life 
look 
tempting. 


better, are interesting, 
That's selling! The 
character and reputation of the store is im- 
proved. The store is just plain more com- 
petitive. All such are plus values to the 
addition to more direct 
the direct result of more interesting 
attractive displays. 


more 


sales as 


and 


store in 


definitely proves 
readership, more 
goods. Stores need to 
convince themselves 
showmanship in 
display selling, prove the 
value of spending a larger share 
of the overall budget on better and better 
display more showmanship. 


available 
that get 
stoppers, sell more 


All research 
displays more 
do more research to 
as to the 
window 
selling 


real value of 


also to 


Don't give showmanship to fancies alone. 
Use showmanship for staples — basics and 
best sellers. “For example, “White is right” 
is better with showmanship. “Black” as 
fashion is terrific with proper showmanship. 
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howmansh 


“Washables” are great with daisy freshness 
or other good showmanship. 

Sell advance summer fashions early with 
a theme and showmanship, as does Neiman- 
Marcus in Dallas: “Summer is a_ Long, 
Long Time” (selling better things early). 

White shirts sell much better with show- 
manship about collar fit as proven by Dr. 
Everything you sell, staple or 
fancy, will sell better with the right show- 
manship — so why hold back? Of course 
it takes some money for such a program 
but percentage-wise it’s the lowest cost way 

So why pay more? 
less productive, more 


Arrow. 


of selling more goods. 
Get the money from 
costly media you are now using — take a 
courage pill and do it now — don't let 
precedent and old comparative figures hold 
you back. This is the time for selling and 
selling with more showmanship for both 
window and interior display will help you 
most . yes, and we can prove it. 

There is a big difference in showmanship 


DISPLAY WORLD 


ip Pays Off! 


for window display and interior display; 
let’s not be confused on this issue. Interior 
or departmental display differs greatly by 
departments. Selling efficiency requires good 
stock keeping by sizes, colors, styles, price 
lines, etc. to insure good service and less 
out-of-best-sellers. Therefore housewares, 
cutlery, and utility items are different 
than fashion. There is more seasonal ap- 
peal to most fashion, therefore, more show- 


—Famous-Barr uses a Christmas display again 
at Easter-time for “Alice in Wonderland” 
showmanship to sell young folks’ fashion . . . 
At Wanamaker's, Philadelphia, and a hun- 
dred or more other fine stores, this “Toast- 
master" action display sold merchandise . . . 
The Van Raalte cart provides showmanship 
for the small spot or counter display .. . And 
dramatic presentation sells more General 
Electric refrigerators . . . While in Baltimore 
a giant paint box dramatizes color in fashion 
for vacation wear— 


Sap + 


By W. L. STENSGAARD, President, 
W. L. Stensgaard & Associates, Inc. 
Chicago 


manship such as the indication of an ap- 
proaching season well in advance to inspire 
sales interest. We sell furs when it’s hot 
so their displays must look cool. We sell 
Southern or vacation apparel when it’s 
snowing so their settings must look like 
palms and the South. So on and on goes 
the job of showmanship in display for the 
purpose of atmosphere and effect to spur 
imagination. Right here 
let’s realize, too, that imagination is not 
well cultivated in the great majority of 
people. Seeing is believing . .. and display 
is three-dimensional, realistic and in color. 
By comparison advertising always suffers 
by being only two-dimensional and seldom 
in color and rarely in anything but minia- 
ture not life or actual size 


our customers’ 


Again I suggest that there are basically 
two completely different worlds of problems 
and experience when we discuss window 
display compared to interior displays. On 

[Continued on page 88] 
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N animated restaurant scene was es 
A tablished by Display Director War 
ren McCurtain in a Gunther-Jaeckel 
guests were grouped 
their 


read, “For 


window where all the 


according to the ors of chosen 
print 


those whx 


dresses The copy 
will believe 


aptly 
nothing unless 
it is in Print 

The three 


covered witl 


lacquer tables 
white felt 
centered witl I] which were 
banked wit! owers colored match the 
print groupings 

and print patterns 


in the | 


center pink 


right a 

white 
The Bentwood 

} 


iolstered 


and up 
held iccessory supings oft ag gloves 
and handkerchiefs Che 
held 


“Silverblu” 


seated mannequins 


menus and combined 


| 


several had 
with their d 


resses In 


mink 
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The New York City 


the toreground, short cafe 


from black 
poles and the floor was covered in turquoise 
shantung 


felt were suspended lacquer 


silk 
Display 


Fashions of were handsomely pre- 
Director Winston Jones 
Franklin with 
“There is nothing to rival the 


ever new 


sented by 


in four windows at Simon's 
the legend, 
splendor of silk ever ageless, 


in the 


utmost 


used to its 
Collections 


world of fashion 


effect in our Designer's 
on” 


for Spring, 1 


5? 
1 32 


\ charming back 
Il y spring, 


mural painted for the 
suggested a l 


version of ear 


—Upper left, by Warren McCurtain, Gunther- 

Jaeckel’s . . . Upper right, by Winston Jones, 

Franklin Simon Lower left, by John R. 

Foley, R. H. Macy & Co. Lower right, 

by Henry Callahan, Lord & Taylor... (All 

photographs by courtesy of Virginia Roehl 
Studio, New York City.) — 


curtains in white 


boulevard was car- 
from the mural onto the dis- 
floor Bold were sketchily 
handled on gray in the mural fresh 
green, cobalt, flag red, white and turquoise 
predominating with a sprinkle of pink roses 
painted in A_ white stand to the 
right of the window, adapted from the 
Eiffel offered a small 
elegant accessories ... a jet 
black, lily-of- 


purse, and 


and the feeling of the 
ried 
play 


forward 
colors 


wire 
lines of the Tower, 
group ot 
stole in 
black 


bead embroidered 


the-valley corsage, suede 


rhinestone jewelry 

The fashion on the 
was black, worn with a lacy straw of black; 
on the left, a dark and white hori- 
zontal shadow stripe and the bare shoulder 
mode a fine check of black and 
The “World of Silk” poster on the window 
emblem adapted 
from the butterfly, inspired the additional 
butterflies used in the display; from 
the coiling wires and on the stand repeated 


center mannequin 
gray 
white. 
handsome 


floor 3: 


those 
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By VIRGINIA ROEHL 


D | S p a y S cene Virginia Roshi Studio, New York City 


the turquoise and yellow colors of the her heart with a Macy Giit” read the win “Lord & Taylor presents the Joseph Hal 
emblem. dow copy The backwall was delicately pert collection designed in American by 

St. Valentine’s Day, this season, was tinted with pink lighting and the floor Jacques Fath.” Two of the fashions wer« 
emphasized in display as a personal gift was carpeted in moss green in black silk, a navy blue worn with plati 
occasion. Always a favorite gift item, The setting for a presentation of elegant "um stole, one in black and white, and a 
lingerie was presented by Display Director fashions in the Lord & Taylor windows black and yellow worn with a dramatic 
John R. Foley in three Broadway windows 


so cee 


suggested the mood of a fashion show or ower and rhinestone trimmed yellow hat 
at R. H. Macy’s. matinee with the “audience” in the for he little yellow or white straw hats in the 
The spicy overall color theme of red ground captioned, “all those pretty heads foreground were shown on unpainted chick 
and white was developed first in the collec- tyrned with excitement wearing milli en wire forms head and shoulders only 
tion of smaller items (all in white) of pery from the second floor.” Violets on the window ledge were arranged 
lingerie — slips, petticoats, bed jackets, The five mannequins were posed by Dis in conjunction with Parme’s “violette ex 
satin mules, wide lace trimmed kerchiefs, play Director Henry Callahan on a plat trait.” 
silk covered clothes hangers, white roses form painted gray-blue and in front of a \n arresting miniature arrangement by 
and fragrances — all temptingly presented gray and white striped denim curtain hung Display Director Sidney Ring at Saks 
on glass shelving suspended with wide red oy brass rings from a brass pole. The Fifth Avenue was captioned, “News in 
satin ribbons. Two of the mannequins large suspended sign designated the group bloom . . . The Rock Gardens . . . millinery 
wore white negligees, the third, a lace salon exclusives.” 
erlneied pown. Against a delicate blue backwall and 
This set was importantly framed with a —Upper left and right, by Sidney Ring, Saks- the grass covered floor the colors in the 
generous and colorful combination of red Fifth Avenue . . . Lower left, by Bernard Down- solid arrangement of costume and the six 
and white pleated paper tans, red satin ing, McCutcheon's . . . Lower right, by Gene small hats were very vibrant. A tiny pool 
heart-shaped leaves, and masks. “Capture Moore, Bonwit Teller— [Continued on page 83] 
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St. Louis Rally Speeds SDA 


VER 150 members of the St. Louis the men. After much enthusiastic conver- tary, quickly dispatched their regular 
QO Display Guild attended their regular sation concerning the forthcoming S.D.A. monthly meeting business so that the rest 

meeting Friday, February 15th to Conference, all the guests assembled in the of the evening could be devoted to the dis- 
boost and lend their support to the big company’s dining room on the fifth floor cussion and planning for the big show 
Southern Display Association Display Con for a delicious buffet dinner. in April. 
Terence and Market Week scheduled tor Ed 
April 6-7-8-9 at the Hotel Jefferson in St 
Louis. The meeting was held at the Ameri 


Lamprich, president of the St. Louis Howard Backer, president of the SDA, 
Display Guild, opened the meeting and ex- and James Thompson, Southern Display 


pressed his thanks and appreciation to Alvin’ News, were the principal speakers of the 
can Fixture & Mfg. Company Members Mendle, president 


of the Guild, ladies and gentlemen of the Mie 
press, executives of the SDA were guests 
of the company’s Korrect-Way Displays 
Division and the Midwest Display Equip 


of American Fixture & evening. Backer expressed his appreciation 
Company for the hospitality Paul for the tremendous support that the St 
Kloeris, treasurer, and Jess Reeves, secre- Louis Display Guild is contributing to the 
Conference and Market Week. All of the 
committee chairmen and their assistants 
ment ( orporation 


\ colorful cocktail party started the eve 


—All photographs except those immediately 

below were taken at the big rally held by 

St. Louis display people. Upper left, in the —Below, various committee heads. Left to 
usual order, Ed Lamprich, president, St. Louis right, Mrs. |. T. Vierheller, chairlady, women's 
for the occasion, and all the decorations Display Guild; Peter Schott, Jr., vice-president, entertainment committee . . . Armand Raining, 
were one hundred percent Southern ren American Fixture & Mfg. Company; James Boyd's, general chairman, entertainment; Ed 
gallon hats were evident throughout the Thompson, Southern Display News; Mrs. Lamprich, local display club president; Ted 
party, with gray and blue Civil War caps Howard Backer, and Howard Backer, president, Heiman, Alton Boxboard Company, Alton, golf 
popping up among the crowd. There were Southern Display Association . . . Upper right, committee, and Paul Kloeris, Union Electric 
flowers for the 1 and boutonnieres for a general view of the crowd at the rally— Company, transportation— 


ning off in the company’s showroom at 


§:30 P. M \ special bar was designed 
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Conference Plans 


were congratulated for the fine job they 
have accomplished in lining up plans for the 
many activities that are relevant to a suc 
cessful conference and display show. He 
thanked the St. Louis display industry for 
its participation in nationally advertising 
the S.D.A. Conference in DISPLAY 
WORLD, Southern Display News, Women’s 
Wear Daily, Retailers Market News, and 
Western Display. Backer is confident that 
the attendance at this S.D.A. Conference 
in April will exceed any previous expecta 
tion. 


—lIn the first photograph above, Ed Lamprich 
stands at the right; behind him is Peter 
Schott, Jr., and in the center is Tom Ledo, 
Bader's; Mrs. Lamprich is at the left 

Second photograph, left to right, Mrs. June 
Geraghty, Fairchild Publications; Milton Lar- 
son, American Fixture & Mfg. Company; Mrs. 
Armand Raining and Armand Raining; Miss 

Laverne Raining— 


Faye sips 


hk 


‘ 


v 
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reported that the 
manufacturers 


Jimmy Thompson 
Southern displaymen and 
will support this show to the limit. He 
has personally dontacted many displaymen 
and manufacturers in the South and they 
have all made their plans to come to St 
Louis He said he was amazed at the 
turnout of St. Louis Display Guild members 
for this meeting. The St. Louis club, in 
his opinion, is an example of what every 


—Below, Walter Wood, Korrect-Way Division 
of American Fixture, of the conference com- 
mittee; Otto Lasche, Kline's, entertainment; 
Joe Mercurio, Garrison-Wagner, conference 
committee; Otto Ascani, Stix, Baer & Fuller, 
and Ralph Daver, Cunningham's . . . Mrs. 
Ethel Schaffner, Midwest Display Equipment 
Corporation; Miss Evelyn Floun, American Fix- 
ture & Mfg. Company; Mrs. Rose Mary 
McMahon, Golde's; Mrs. |. T. Vierheller, and 
Mrs. Howard Backer— 


By MILTON LARSON 
Chairman, Publicity Committee 


display club in the country could be and 
should be to better the display profession 

Backer reported that hotel reservations 
are coming in fast and that space for manu- 
facturers’ exhibits is being sold at a rapid 
rate Choice space is still available and, 
because of the Hotel Jefferson's fine con- 
vention facilities and layout, all the exhibit 
area is fully accessible to show traffic. The 
following exhibitors have contracted for 
space 

Adler-Jones, Chicago 

Allied Display Materials, Inc., New York 
( 1ty 

American Fixture & Mfg. Company, St. 
Louis 

Brunn & Bertheim, New York City. 

Bulkley, Dunton & Co., Inc., New York 
City + 

Capital Merchandising Company, Brook- 
Ivn 

Cook & Meier, Inc., Chicago. 

[Continued on page 78) 
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Marshall Field & Co. during the 

year-long celebration of its centennial. 
The displays are presented under the able 
leadership of John Moss, director of de- 
sign. Young and old alike find interesting 
and entertaining the nostalgic comparisons 
of fashions of yesteryear with their modern 
versions. 

Fashions of grandma’s day were cleverly 
represented by a quilting party stressing 
the present vogue of quilted ready-to-wear 
(third photograph). Of the quilting-bee 
Field’s said, “In grandma’s day a giddy 
lark ... Today it’s quaint yet filled with 
spark.” 

Styles from the kindergarten, Little Girl’s, 
Young Chicago, and Moderate Priced dress 
shops surrounded a quilting frame and on 
a low coal-burning stove, painted flat black, 
coffee was boiling for the guests. On slate 


Fvtersnait is watching the displays of 


Chicago Presents A Great 


gray backgrounds quilting pieces of calico 
and printed cotton formed designs, and an 
oval rag rug covered the floor of a wooden 
Gothic structure that sheltered the quilting 
frame. Quilting thread from an oversized 
spool contributed floor design and directed 
the eye to the copy card pierced by a huge 
needle. 

Carson Pirie Scott’s semi-annual pro- 
motion of housewares, assigned to the 
Wabash avenue windows, was staged with 
a decor that pleasantly startled customers. 
Shocking pink and hot orange against flat 
black backgrounds enlivened the small items 
and conformed with the gay mood of a 
carnival, the theme around which Carson’s 
has been conducting the housewares pro- 
motions for several years. <A brilliantly 
dressed performer on a flying trapeze of 
clotheslines soared through two of the 
windows (first illustration). Housewares 
were displayed on shelves supported by 
vividly painted properties such as are used 
by acrobatic performers. The copy, writ- 
ten in circus vernacular, urged customers 
to “See the greatest collection on earth! 
Step right up to Carson's Housewares 
Carnival.” Clement Bradley, director of 
display, has been presenting these dramas 
twice yearly for the past few years. 

Reed Schlademan, The Fair Store, staged 
a double promotion for St. Valentine’s 
Day gifts. Red and white and navy and 
white gloves, bags, belts, and blouses were 
specifically made for the promotion and 
grouped in a large shadow-box. On the opposite 
side a grouping of cosmetics was arranged 
on shelves for a second shadow-box dis- 
play. For the boxes the conventional figures 
of the king and queen of hearts were cut 
from paper board; panels representing the 
reverse side of giant playing cards filled 
in the background of black seamless paper, 


—Top, by Clement Bradley, Carson Pirie Scott 

& Co. ... Center, by Reed Schlademan, The 

Fair Store . . . Left, by John Moss, Marshall 
Field & Co.— 
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—Right, by Reed Schlademan . . . Center, by 
Clement Bradley . . . Below, by J. Boghosse, 
Goldblatt's— 


washed with pink. The cut-out figures used 
as center display units were designed and 
made by the display department. 

An unusual nautical theme was employed 
by Schlademan for a “First signs of Spring” 
promotion of navy blue suits (photograph 
No. 4). Guy ropes of red, white, and 
blue were interspersed with white hoist- 
seats supporting red and white potted 
geraniums to create design and impart a 
nautical feeling. Design was further stressed 
by rectangular white boards hung by ropes 
against an aqua background, washed with 
lilac blue. 

A semi-annual store-wide bridal promo- 
tion in which Clement Bradley relied upon 


Display Spectacle By SHIRLEY WARE 


the power of coordination to increase 
sales in almost every department of Carson's 
was launched recently. The theme was 
“Cupid’s Convention,” the colors were 
Cathedral pink and rose; Joan Adair, 
Carson's bridal consultant, was selected 
as the convention's speaker. All windows, 
the main aisle and ledges throughout the 
store were outfitted with election posters, 
banners, and speaker’s platforms, all painted 
pink and glamorized to fit the momentous 
occasion with white ruching and_ pink 
roses. 

In all bridal promotions Carson’s keeps 
reminding customers that the store makes 
much ado about brides and proceeds to 
set forth how this is accomplished. The 
recent promotion continued the convention 
theme with, “The bride elects Joan Adair,” 
“The bride’s mother elects,’ “The groom 
elects” and so on right through the home 
furnishings windows which offered a wide 
range from which a bride could elect to 
outfit her first home. A tour of the win- 
dows surely would put a prospective bride 
in the mood to visit the store when the time 
comes to make purchases. That mood is 
not allowed to slacken upon entering the 
store for the underlying motif of the pro- 
motion is repeated on all floors and in all 
departments a bride might visit. 

The fifth illustration is of one of the 
State street windows designed to remind 
the principal character in the drama that 
if she elects the “New short look” in 
bridal raiment, Carson’s is a fashion au- 
thority on which she can rely. 

A garden where French lilacs were in 
bloom supplied the locale for a parade of 
“Poodle Dusters” at Goldblatt Brothers 
(last photograph on page 33). In addition 
to the poodles that were appliqued on the 
dusters, one of the three mannequins led 
a life-sized black French poodle made of 
plywood and angel hair. For the walls 
J. Boghosse, display manager, experimented 
with seafoam green to obtain a_ lighter 
background color that would reduce the 

[Continued on page 72] 
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Let’s Look At Interiors Around 


of the branch 


don't want get involved in the 


of branch stores 
who say its a 
that 


troubles 


Phere at hose 


good idea, and some who swear branch 
units are at the 


As far 


stores have 


root ot retail 


as display is concerned, branch 
valuable 


inter 


been a gold mine of 
ideas, inspiration and suggestion for 

} va t howe j 
ior displa \lar main stores have tound 


difficult in 


revolutionary display 


some keeping their plants 


adapted ideas 


to the 
which have swept tl unti in the 
dozen o1 | 

interior 
poriums is not 
But 
confront th 


the headaches 1 
display turning his 


store into a stage merchandise 
is the star of th ho re something 


immense 
Branch 


er hand ire 
designed right blue 
print with the final display possibilities in 
The true with the rebuild 


stores, on 


from the architectural 


mind same 1s 


programs of the 

The concept that the 
should be an_ influential 
new construction 
generally recognized, 
hasn't been put into 
display director has 
the planning, where 
have been 


ing and new construction 


downtown stores 
display director 
voice in the planning of 
has by now become 
sometimes it 
Where the 
the thick of 
his advice and suggestions 
sought, where his ultimate display problems 
taken from the 
there we 
the rest 


though 
practice 
been in 


consideration 
find a which 
in the beauty, the ele 
interior 


were into 


start, store stands 


out trom 


the salesmanship of its 


gance, 


displays and design 


—Upper left, Bullock's, Westwood, Calif.; 

Barbara Lee is in charge of display . . 

Upper right, by Jules Weigel, Gertz, Jamaica, 

a F left, from Jordan Marsh's 

new store in Framingham, Mass. . . . Lower 

right, by James Stewart, The May Company- 
Wilshire, Los Angeles— 


Lower 


Let’s have a look at a few 
stores opened in the more recent period. 
Much has been said and written about 
the new Bullock’s store in Westwood, Calif., 
holds forth in the dis- 
department. A very large section in 
store is devoted to selling 
Shaped as a rotunda, with 


where Barbara Lee 
play 
this 
glass and china 


paneled wall units in distinctive grains, this 


suburban 


set-up offers a sweeping view of the entire 
department while providing each merchan 
measure of indi- 
platform built 
interesting 


classification with a 
three-pronged 


provides an 


dise 
viduality. A 
around a column 
display area on which special features can 
wall section is 
which 


be highlighted. One entire 
faced with wood 
are omitted to provide recessed niches into 
are set. Lighting is set 


ceiling and above it for 


squares, some of 
glasses 
into the 
illumination. 
this very 
scene to the 
children’s toy 


which 

both 

indirect 
Contrast 


false 
distinguished and 
gay abandon of 

department. A 


formal 
sullock’s 
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The Country 


huge balloon juts ‘way up into a section 
cut out of the ceiling. The base of the 
balloon, or the “gondola,” is a display 
counter. The function of the balloon, of 
course, is to hide a structurally necessary 
column. The color are brilliant as a rain- 
bow 

The wonder child of Queens Gertz — 
recently opened a branch store in Flushing, 
though the main store is located where 
others would think of building branches 
The Flushing store is a smart, well-ap 
pointed building utilizing many of the new 
merchandise presentation ideas developed 
during the past few years 

Gertz built a*“great wall of china” in the 
new store and demonstrated how a compar- 
atively small area can do a yeoman job 
Along this wall a long row of bins less 
than 3 feet deep serves both to accommo- 
date stock and as counter-top space. Three 
glass display shelves run the whole length 
of the units, interrupted every few feet 
with a curved divider made of wire in a 
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wood frame. Set at a slant over the entire 
unit is a marquee under which indirect 
lights are hidden. Jules Weigel is Gertz’ 
interior display director, with Harold Ryan 
in charge of the Flushing display operation. 

Further up north, where baked beans and 
chowder are standard fare, Jordan Marsh 
opened a store in Framingham which proves 
that there are other things to interest New 
Englanders besides the traditional foods 
Jordan’s Framingham store is a beauty, a 
spacious and elegant showcase for mer- 
chandise. The fashion floor is wide open, 
concentrating its display activity on islands 
and wall units, with plenty of greenery to 
provide accents against the pastel tones of 
the color scheme. It is in the very sim 
plicity of the lines that this fashion floor 
achieves its distinction. 
flamboyant, nothing flashy but a real 
sense of drama and quiet luxury 

Out in the Los Angeles area again, The 
May Company's Wilshire store recently put 
on a fashion show to present a new line of 


There is nothing 


—Top, by A. Libery, Hearns-Bronx, N.Y... .- 

Both remaining photographs are of interior 

settings at the Garden City store of Oppen- 
heim Collins— 


ginals. A runway was built 
large restaurant The symbol 
made of rattan, was used 
against the accordion screen in the back 
ground, he same figure in a stuffed 
version was placed before a vase filled 
with red and white flowers Combined 
with the predominating blue and gray-blue 
of the walls and runway, this made an et- 
fective red-white-and-blue design. The ac- 
cordion screen was built only shoulder high 
After the models displayed the merchandise 
on the runway they stepped behind the 
screen where they stayed in kneeling posi- 
tion until, at a given signal, they rose and 
displayed millinery just above the screen 
The entire set-up purposely is kept clear 
ind uncluttered so that every bit of atten- 
tion can be focused onto the featured items 
as thev are being modeled Yet the ar- 
dramatic in its 
setting 


rangement is sufficientls 
to afford an appropriate 
presentation. Display Di- 

supervised the con- 

set-up at The May 


operates a branch 

New York's five 

1 suburb The 
geared to practical, down-to-earth 
ques. Right near the entrance 
large hosiery counter designed for 
Forty 
displayed in a unique 


maximum pre-selection differ- 
stockings are 


annet The foot of the hose is set under 


[Continued on page 71] 


By MICHAEL SCOTT 
Retail Reporting Bureau, New York City 
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FTER the recent disastrous floods 
A that made a temporary water-logged 
shambles of the Los Angeles area, 
started taking liter 
poet “If Winter 
behind? and 
blossomed 


local displaymen 
ally the 


comes, can 


words of the 
Spring be far 
Angeles 
beautiful 


spring 
settings 


an early Los 
forth in various 
noted. In some 
placed on early 
Hollywood 
held on 


forth 


Several themes were 


cases the emphasis was 
spring fashions, spurred by the 
which 


blossomed 


fashion was 


i) 


spring revue, 
February 
with gay, bright-colored spring gowns, and 


noted in the 


Windows 


cottons various 


devoted to 


many were 


windows fashion 
too, came in for its share 
trend noted early in the 


Los Angeles stores. 


Resort 
ot attention, a 
year in many of the 


wear, 


Several concentrated on _ travel 


Seated mannequins in tailored suits, 


stores 
items 
smart new luggage at their feet, pored over 
travel 
cases back walls were decorated with maps 
of the world, beholder to 


folders, for example, while in some 


luring the far- 


Los An 


away places. Inviting signs urged one to 


prepare for travel “now.” 
Straw, at this 
Gaily 


decked 
} 


chapeaux, 


renaissance 
with tiny 


season, Saw a 


windows bloomed 


masses of ribbons and flowers, 


very large cartwheel straw creations 


Sut probably decorations of 
Angeles 


used 


flower one 
another dominated the Los 
scene \ 
flowers of all 


sort or 


many stores 
types, not only for 


display 


great 
decorating 
latest 


side 


gowned in 
back and 


artistic 


svelte mannequins, 


creations, but as decor for 


walls, and even strewn with care- 
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eles Spring 


By ELEANOR TAYLOR 


neutral-colored floors. Some 
emphasized the sprightly daisy. 
more lavish adornment 
rose. In 


lessness on 
stores 
Others relied on the 
of the exotic 
flowers used, checked daily for 


more some cases 


real were 
treshness 
hibiscus observed, 
latticework frames. 
sprays of apple 
some adorned with small parrots 
birds. Even plain greenery was 
induce the welcome feeling of 


\ variety of was 


placed painted 
Also 


blossoms 


against 
noted were large 
or love 
used to 
spring 
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Parade 


Most of the flowers were bright-colored, 
gay reds and bright purples being particu- 
larly effective. In instances arti- 
ficial flowers a foot in diameter adorned 
screens or floors and were placed at the 
feet of seated figures. 


some 


In the field of home furnishings, Stanley 
E. Thompson, display director of The May 
Company in downtown Los Angeles, had a 
charming and unusual display. A 
sign, near the front of the case, 
stated that “For Informal Living in Cali- 
fornia it’s Traditional.” Against a back- 
ground of cool white walls an alcove lined 


most 
plain 


—Top, by Stanley Thompson, The May Com- 
pany ... Above and at left, by Louis Craig, 
F. C. Nash & Co., Pasadena— 
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with black and white checked gingham 
served as an excellent frame for a knotty 
pine breakiront (first illustration). Black 
was used as a color for the molding and 
chair rail, carrying out the striking color 
scheme of black and white which is so ef 
fective for this type of display. On each 
side of the breakfront there was placed 
a small hitchcock chair and placed per- 
pendicularly above each chair there hung 
three fairly small prints. The plain white 
rug carried out the striking effect of the 
black and white motif. 

In carrying out the resort wear theme, 
Louis Craig, display director of F. C. 
Nash & Co., Pasadena, used a bank of front 
windows. Craig, recently elected president 
of the Southern California Display Club, 
featured swim suits and play clothes, ad- 
vertising famous brand names in resort 
wear. The window shown is one of a 


—Top, by Vid Rosner, Lucy's of Hollywood. 
«..-Center, by William Lambert, Barker Bro- 
thers... Right, by Paul C. Smith, Robinson'’s— 
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series of five. The same lifeguard stand, 
life preserver, and anchor set pieces were 
used in each of the five windows. Mer- 
chandise in some of the other windows 
consisted of pedal pushers, tee-shirts, 
shorts and swim suits with matching 
skirts. The background of the windows 
were painted a deep sea-blue, and the 
props were painted a crisp white, the swim 
suits of chartreuse, deep rose and purple 
providing the necessary touches of color. 
Colored filters were used on the spotlights 
to give the windows a sunny, warm glow. 

Craig used a timely idea for the theme 
copy of another series entitled, “Domino 
Black Masked With White.” The mer- 
chandise used for these windows was in 
black and white, with the same color 
scheme carried out in the accessories. In- 
asmuch as the song “Domino” is so currently 
popular, this idea was an excellent tie-in. 
As a background Craig designed a series 
of three white plaques, 24 by 24 inches, 
suspended by gold chains. On these white 
plaques were mounted large size dominos 
in relief from the plaques in order to give 
the panels the appearance of greater depth. 
3reaking out of one corner of the panels 
Craig had a domino mask that was lavish- 
ly decorated with sequins. Plain black and 
white signs near the front of the displays 
announced the theme. The background 
was painted a deep blue-gray. 

In the field of interior decoration, Wil- 
liam C. Lambert, display director of Barker 
3rothers, used a particularly distinctive 
Irish linen window for California Home 
Month. In this display a large emerald 
green cut-out shamrock was placed against 
the rear wall, and several beautiful Irish 
linen table pieces were tacked nearby. The 
walls were in a medium value yellow-green 
Three emerald and white ribbon strips ex- 
tended from the left of the large shamrock, 
each strip ending in a small green sham- 
rock of its own. Three tables were used 
in this display, adorned with snowy napery 
of Irish linen. One chaste candelabrum 
with three cream candles and a few pieces 

[Continued on page 76] 
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by oe is ehring 


Display Designer and Consultant 
New York 


Arrangement: | presentation of picture hats is 
_ sAvancea n na weddings coming up. 
Day nsists of two units, mannequin and 


Properties: Picture hats selected for this display 
have wide, graceful brims. Mannequin, posing as 
bridesmaid, wears one of the hats and is shown in 
the act of catching the bride's bouquet. Copy 


& 
ard hown in hat unit. 








Arrangement: Two units are combined in this 
showing of colorful suit scarfs. 


Properties: The mannequin in her smart spring suit 
flaunts a gay scarf tied in a bow arrangement. 
She is posed against a backdrop of printed scarfs. 
Foot of mannequin points toward copy card. 


Arrangement: This Mother's Day display consists 
of three definite units in a pleasing arrangement. 
Merchandise is limited. 


Properties: Pastel colored gloves are selected for 
this display. Each gloved hand is shown in action. 


The copy caption ‘Remember Mother'’ is noted on 





a card held by the hand on the left. Flowers add 


the display 
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COMING UP 


Arrangement: Men's straw hats make an interest- 
ing and appealing display in this setting consisting 


of two combined units. 


Properties: The jockey unit is an eye-catcherrand 
is also used to display some of the hats. Palm 
leaves make a decorative and pleasing back- 
ground. Large copy card is shown in center 


foreground. 


BE GES anes arte es Mebane ae 


Arrangement: This me 
teresting and eye-ap 


are combined ina single 1 


Properties: A sailboat 

ting for this fine selection of me sport s 
Several shirts are arranaed on forms at variou 
points of the boat. Copy card is shown at extreme 


right of window. 





i 
Ay 


Arrangement: This display of men’s shorts is simple 
in arrangement and neat throughout. It consists 
of several elements combined in a single unit. 


Properties: Lockers make the background for this 








display. Mannequin is shown wearing one of the 





shorts and inspecting another. Other shorts are 
displayed at left of mannequin and copy card 
balances them at the right. Boxes containing mer- 
chandise are neatly arranged in the front of the 


window. 
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Display Space Can Be Elastic 


HE new lamp showroom of our com 
F pany at 16 East 53 street in New York 
City proves at least one very important 


thing: No little 
space you convenient 


how much or how 


matter 


matter 
have, no how 
} or inconvenient the dimensions are, it 1s 
Estill possible to make that display space do 
what you want 


Not by 
of mental 


with lots 
showroom is 


sure. But 
Our 
too narrow, fairly shallow 


magic to be 
elbow grease 
Undressed 
box. A 


almost a 


long 
it was simply a long, unimaginative 
headache for any kind of display 
lamps. But that it’s all 


stopper tor now 


By YASHA HEIFETZ, President, 
The Heifetz Company, New York City 


done and we have tallied up the response 
of both trade and press, I think we can 
reasonably claim an unusual kind of display 
that gives maximum individuality to each 
lamp as well as to the collection of furni- 
ture which we designed and introduced for 
the first time with the opening of our 
showroom. 

I want to make a big point of relating 
space to display. I have maintained pub- 
licly, and still do, that department, furni- 
and even specialty need to re- 
and change some of their display 
I have maintained publicly and 


ture stores 
examine 


techniques. 


still do that the standard type of display 
fails to show lamps properly, is more dis- 
couraging than helpful to consumers, and 
loses sales for the stores. Repeatedly I am 
told by merchandise managers, buyers and 
other executives that space is at a premium 
in the lamp departments and presents in- 
soluble problems. Frankly, I think this is 
begging the question. 

Therefore when I undertook the new show- 
room, I regarded it as an obligation to 
make good on my own position by practicing 
what I preach. 

What was the need as we saw it and how 
did we set about meeting it? Specifically, 
we aimed to showroom display 
that would show each lamp in the individu- 
ality of its form, texture, color, and lighting 
performance. Also we wanted to present at 
least visual idea of the various ap- 
pearance possibilities of each lamp, for a 
lamp can give one effect against one color 
background and another effect against a 
different color background. And finally we 
wanted to demonstrate possible light varia- 
tions for each lamp. 

We started with narrow space, 100 feet 
long. It was clear at once that to set up 
lamps in the usual display manner in this 
space would result in something more near- 

[Continued on page 70] 


create a 


some 


—Above, left, a general view of the showrooms 
which feature movable panels, each of a dif- 
ferent color so lamps can be seen against o 
variety of color backgrounds . . . Upper right, 
mobile cabinets on which the lamps are dis- 
played support small, movable platforms which 
slide along T-rails into any desired position . . . 
Left, a section of the showrooms. Lamps stand 
on individual gray platforms mounted on red 
pipes which go down through holes in a red 
wooden framework in such a way that they 
may be set at any desired height— 
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THE BEST SOURCE IN AMERICA 
FOR AMERICAN 


Ai 


= 


CORK FLOATS—2" dia.xi4" 
depth—$2.45 per 50 floats. 
COTTON ROPE—White, blue/white, 1!" dia.— 
29¢ yd.—%"—18e yd. 
BAMBOO POLES—9 ft. x 1%" dia.—37e per 
pole. Minimum 10 poles. Other sizes up io 
3" diameter. 
EATON GRASS MATS—3' x 6'—$3.85 eo. 
more—$3.75 ea. 


i 
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Six or 
4 


WY YES! WE DO HAVE A 
JOBBER SET-UP! 
INQUIRIES INVITED 


92” WIDE 


NATURAL 69c¢ per running yard 
COLORS 89¢ per running yard 
Lt. Blue, Yellow, Lt. Green, Pink & Cerise 
SPECIAL WIDE WIDTHS 
NATURAL—184" width x |14¥ yds. $14.95 
COLORS—184" width x 114% yds... 17.95 
SAMPLES UPON REQUEST 
Special colors dyed to order. 
Minimum—3 pieces 184" x 1114 yards $17.95 per piece 
ALL PRICES F.O.B. ELMONT, N. Y. Orders shipped open 
accounts when listed in Dun & Bradstreet or three suitable 

references, otherwise shipped C.O.D. 











LONG ISLAND DISPLAY PRODUCTS Corp. 
613 HEMPSTEAD TURNPIKE, ELMONT, L. I., NV. Y. 


FLORAL PARK 5416 








Sell more Gloves, Bags, Jewelry, Hosiery and other 
accessories with HANDIFORM'S crystal clear 
display trees with life-like flesh color PLASTIC 
HANDS. They stay lustrous forever. 


SOME OF OUR MOST POPULAR TREES 
| hand tree spiral $ 7.75 
| hand tree "C" shape 7.75 
2 hand tree 9.75 
3 hand tree (illustrated) 11.75 
2 hand Jewelry Bar (illustrated) 13.75 
5 hand Deluxe tree 28.75 
6 hand Glove Bar 29.75 
12 hand tree (space saver) 49.75 
Order NOW for Prompt Delivery 


HANDIFORM PLASTIC 


a ne tee 





Watch accessory SALES GROW... 
on this tree! 


Brand new! 


CORP. 


Helps Sell 
More 
@ Cloves 
@ Hosiery 
@ Watches 
@ Rings 
@ Handbags 


\ me 
— Original! 
yginal 


4.50. 495 


HANDIFORM’S PLASTIC 
HAND 


With all those amazing new features to 
make it the best on the market. Natural 
fleshtone, blends with any color scheme. 
Handpainted fingernails. 
Perfectly formed hand, 
gracefully curved fingers. 


MOVEABLE THUMB 


No painted surface to chip or peel. Smooth 
plastic, cannot snag the sheerest glove or 
stocking. 


UNBREAKABLE, easy to keep clean. 


389 Fifth Avenue, New York 16, N. Y. 


3 Hand 
Tree 


$41-7> 
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Pictured here is one of McLaren's dis- 
plays, with the motion picture camera, the 
posing, and the director’s chair all carrying 
out the cinema idea, not to mention the 
“Oscar” reproduction in the foreground. 
The father is literally supporting his 
children, while the mother is seated in the 
director's chair. Natural pine branches 
were used at the left and right background. 
Such a display offers an excellent oppor- 
tunity to use a considerable number of 
mannequins without any effect of 
crowding. 

Every 


over- 


displayman has his own methods 
of showing a number of similar items to 
good advantage in a single window, and 
one of the best ways of so doing is through 
the use of panels. The second photograph 
is of a display by George Allen, Castner- 
Knott Company, Nashville, in which men’s 
trunks were the merchandise, 
played on horizontal panels supported by 
vertical poles. Each pair of trunks shows 
up well, and nine different styles or pat- 
terns are presented in relatively small 
space. Scalloped waves in different shades 
of blue gave added perspective to the dis- 


swim dis- 


ere And There 


ATHER’S Day is receiving more dis- 
play attention each year, and justly so 
because it offers a seasonal promotion 


This year 
June 15 


theme which sales 
} 


it will be 


pays off in 
observed on Sunday, 
National Father's 
that than ever 


will back up the event with special displays 


and the Day Council 


estimates more stores before 


store advertising. 
Day Harold 
Seattle, used 
theme. The 
around the 
Award Win- 


Role of the 


forms of 
Father's 
Marche, 
12 windows on this 
coordinated 
Academy 
Supporting 


and all other 

For last year’s 
Me | aren The 
a bank of 


entire 


Bon 
series was 
“Father 

Best 


theme, 
ner for the 
Year!” 


play pictured directly above. 

Said to be the largest display window 
in the world is that of Roebuck & 
Co., Baltimore, where Randolph Irwin is 
in charge of the department. In the win- 
dow shown he has arranged several furni- 


Sears, 


ture 
top suspended by 
slanting platforms. The lower 
conventional in treatment, but 
raised off the window floor as 
“Harmony House . . . the 
Choice” was in cut-out 
backwall 


groupings on two levels, those at the 


resting on 
section is 


chains and 
more each 
“room” is 
pictured 

Decorator's giant 
letters on the 


—At the top of the page, a Father's Day 
display by Harold McLaren, The Bon Marche, 
Seattle .. . Center, by George Allen, Castner- 
Knott Company, Nashville . . . Left, by Ran- 
dolph Irwin, Sears, Roebuck & Co., Baltimore— 





MARCH, 1952 DISPLAY WORLD 


Summer Ideas! 


We have a bumper crop of gay, brilliant floral and Summery 
decorative treatments . . . just what’s needed to make Summer 


windows and interiors so inviting. 


Come in and see for yourself, the many Summer- 


time creations on view at our showrooms. 


CORPORATION 
136 WEST 24th STREET, NEW YORK 


eg Se 








HOSIERY DISPLAYED RIGHT... SELLS ON SIGHT 


Display Your Exciting New Heel Pattern Hosiery 
On GENUINE Fairy Forms For Faster Sales... 


The best in display forms is a "must" to sell your customers the new high style heel pattern 
hosiery. 

For the best in hosiery forms buy genuine Fairy Forms—originated and made only by Shoe 
Form Co. Inc. 


Fairy Forms are: 


. Easy-to-handle -— light weight, self-balancing weighted toe or 
tip-toe with base. 

. Durable — sturdy, tempered stock will not shatter, chip or peel. 

. Beautiful new true-to-life finishes accentuate true color 
shades. 

. Variety — the most complete line of hosiery and shoe forms in 
the world. 


All Fairy Forms are designed and properly priced for promotionally minded buyers and re- 
tailers . . . send in coupon today for latest bulletin information. 


Se SBS SSS SS SSS SSS SSS SSS SSS SS SS SS SS See ee 


SHOE FORM CO., INC., Auburn, N. Y. = 
in Canada: UNITED LAST CO., LTD., Montreal For those desiring product or 


aseen sued eobiliay oan store identification when hose 


[1] Shoe Forms ] Hosiery Forms (J Embossing Service is displayed the answer is 
ee, a = eae es! Shoe Form's Embossing Service. 


riches paket i sees aaa culpa '@ Use Convenient Coupon. 
7 City. ostipunininisinentaieil eee CS - 


eee TTrTrrrrreetet ett 


seseeeeeesy 





DISPLAY: WORLD MARCH, 1952 


Easily Built, Low-Cost Units... 





tl 
A) 
SHOU 







































































: 
‘ K 
Jana DOWELS 
TDA WH/TE PUSH 


PING 


















































Tis a 5 eS oe 
Ni f 
| 


| | 















































MARCH, 1952 


OISPLAY WORLD 


... For The Small Store 


ACH year the Easter selling season 
becomes a more important one and 


with this in mind we have devoted 
this page to an Easter window, or interior 
spot display, which can be built and in 
stalled at low cost 

As this page is written to help the smaller 
merchants who must operate on a low dis- 
play budget, the copy gives step by step in- 
structions relative to all the details of its 
construction. 

The first thing to do is to check the 
width and height of the window and make 
a small sketch of the three panels on 
which suitable sizes can be worked out. 
If the size were to be 5 feet wide by 7 feet 
high for the center panel, and 3 feet by 5 
feet high for both side panels, the entire 
unit could be cut out of three sheets of 
wallboard 4 feet wide by 8 feet high. 

Even a small store with a limited amount 
of actual display possible 
should own and operate some elementary 
equipment such as a cutting machine. 

Lay the sheets of wallboard on a large 
table or on the floor and pencil out the 
shape of the center panel. Use a large 
compass for the curve and if you do not 
have one, use a length of string with a 
pencil attached at one end and held in 
position at the other with a small nail 
This will enable you to mark off the re- 
quired swing or curved sections 

Then, with the cutting machine or a sharp 
knife plus a little elbow grease, cut out 
the wallboard to size and shape and mount 
on al by 2-inch framework. 

The side panel at the left is shown with 
a special stained glass church window effect 
and for this type of cutting a “Cutawl” 
should be used. The one at the right can 
be cut out easily with a knife. 

The stained glass effect side panel can 
have sections of colored paper pasted in 
position on the back; a concealed light bulb 
in a socket placed on the floor behind it 
would add much to the entire display. 

The card tubes used to simulate the pipe 


construction 


organ can be purchased from most local 
supply houses, or linoleum rug cores can be 
cut up and used. Using wallpaper paste, 
cover them with gold paper and then cut 
out the holes as shown. Paint the inside 
portion which will show when these holes 
are cut out a deep blue. 

The bands around the tubes or simulated 
organ pipes can be strips of silver paper. 

Any man in the store who can use simple 
hand tools can easily make the organ key- 
board out of a few lengths of scrap pine 
board and the keys made out of small pieces 
of wood can then be nailed in position and 
the finished result painted in black and 
white. Note how the “stop keys” on the 
panel can be made out of short lengths of 
wood dowels and large push pins. 

Display jobbers carry a wide range of 
display papers in many beautiful pastel col- 
ors for window panels, props, and back- 
grounds. In this case the center panel could 
be covered with a soft orchid colored paper, 
with the side panels faced with a pale 
green. The frame shown around the edges 


of these three panels can also be cut out of 
wallboard or heavy cardboard, tacked or 
glued in position. This edge, or frame, 
should be yellow. This suggested color 
scheme is good for any Easter setting and 
when the finished prop is completed and in- 
stalled in one or more of your windows it 
will make a beautiful Easter season setting 
for the feature promotion of many varied 
lines of merchandise 

A section of grass matting can be used 
on the floor of the window in front of the 
panels, complete with an edging or border 
of small colored pebbles. 

If your budget will allow, or if you agree 
that the base platform we show will make 
a useful window prop, it can be made out 
of plywood and pine board as shown in the 
small detail sketch. 

Use a bunch of realistic artificial Easter 
lilies and an attractive showcard to com- 
plete the setting 

The length of organ pipes covered in 
gold paper can be nailed in position or a 
good idea is to punch small holes through 
the wallboard panel and attach them by 
means of small bolts at the top and bottom 

The organ key-board can then be at- 
tached, tilted forward on wood brackets 
screwed to the center panel. It will be 
necessary to nail a wood brace strip to the 
back of the panel to take the weight of 
the key-board. 

Below the principal sketches 
more designs for spring. The lambs can 


are some 


be used in many ways in both window and 
store interior displays. The squared off 
drawings will enable you to draw them to 
various required sizes Cut them out of 
heavy white card board or wallboard painted 
white, and attach actual lengths of pale blue 
ribbon around the necks. The one shown 
at the right was drawn the shape of a sam- 
ple swatch of piece goods in color and 
design for spring and actual lengths of the 
materials can be glued or tacked on as 
shown. They will make excellent tie-in 
props for many window displays of ladies’ 
fashion lines where the new spring de 
signs or the fabrics are to be featured 

Bear in mind that the Easter panel win- 
dow props can easily be sized so they can 
also be used for interior spot displays. We 
mention this as in the past few years so 
many stores have come to realize the im 
portance of interior departmental displays 
which not only lend the proper atmosphere 
to the department but help sell goods at the 
important point-of-sale 


Hoffman Returns To Work 
After Lengthy Illness 

Hoffman, display 
Hess’ Shoes, Baltimore, has returned to the 
store after two weeks in the hospital and 


George manager of 


several weeks of convalescence 
Labeling Joins 
Regal Shop 

After two years with Stebbins-Anderson, 
Lowson, Md., Joe Labeling is now in charge 
of display for the Regal Shop, Baltimore. 


SPRING 


j,. DISPLAYS 


With 


NOEL LITES 


A. BLINKER*LITES 


The original miniature light- 
ing unit. Each tiny lite blinks 
on and off independently. 
lf one or more bulbs burn 
out or loosen up the rest 
continue to blink. Miniature 
commercial bulbs cheaply and 
> easily replaced. SMOOTH, 
NON FLICKERING _ LITES. 


Low cost maintenance. 


A. SPARK-LITES 


Each lite blinks on and off 
independently. Transformer 
type unit — flasher built in- 
side the bulb. Imported Spark- 
Lite bulbs are LARGER than 
miniature bulbs used in the 
Blinker*Lites units. 


A» GLO-LITES 


Miniature lites operating with- 
out transformer. Constant in- 
dividual lighting. If some 
bulbs go out the rest remain 


lit. AC or DC. 


Also available—Glo-Lite Unit 
with flasher attachment — all 
bulbs flash on and off in 
unison. 


N-E-W Noel "Flower-Lites." 


Write for full information and 
Complete Price List. 


JOBBER INQUIRIES INVITED 


4 NOEL + 


MANUFACTURING CO. 


1675 M. THIRD AVENUE 
NEW YORK 28, N. Y. 


*Trade Mark & Pat. Pend 





Title Registered U. S. Patent Office 
Combined with : 
MERCHANTS RECORD & SHOW WINDOW 
Issued on the Fifteenth of Every Month by 
THE DISPLAY PUBLISHING COMPANY 
Cincinnati, Ohio 
H. C. MENEFEE, President, 


NATHAN SILVERBLATT, Manager, 
R. C. KASH, Editor. 


OUR PLATFORM 

1. The Promotion of Display. : 

2. More Display Cooperation by Manuf. 
turer and Merchant. ‘ 

3. Advancement of the Display Business. 

4. Practical Service to the Display Profession 
and Industry. : 

5. Greoter Appreciation of Display's Power in 
Merchandising. 

6. — Independence of Our Editorial 
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Display Can't Do Its Best 
When Handicapped 

On pages 26 and 27 of this issue of DIS 
PLAY WORLD which 


we sincerely 


article 
connected with 


there is an 
invite everyone 
display to read very carefully 
It is 
Good 
W. | 


the finest thinkers on display 


“Aggressive Selling with 
Of t” 
recognized as 
and its 
Stensgaard is, of 
men in this 
literally 
professional 
Also he is 
articles on this 
is certainly 


entitled 


Showmanship Pays and is by 


Stensgaard, one ot 
rela 
tionship to retailing 
course, one of the best-known 
field, 


hundreds of 


and he has appe ared before 


business and 
groups as a featured speaker 
the author of numerous 


subject; the one appearing here 
among his finest 


Briefly, his 
display 


} 


theme 1s That 


job 


this 
selling 


simply 


can only do its best 


when it is given the elements of drama or 


showmanship, and that it is economically 
{ 


unsound to deprive this powerful medium of 


the things which enable it to work at full 


strength 
merchandise 
benefit of 
People 
when 
that 
make it more 
will be 


showing the 
without the 
Is not 


In other words, 


alone or suitable 
props 
ested in 


enough become inter 


goods for sale they are pre 


sented in surroundings dramatize the 


merchandise, desirable, show 
it in use as it 
the purchaser 
by the heart rather than by the 
to cash in to the fullest on 
human nature 


chandise through 


worn or employed by 


Buying is usually governed 


and 
trait ot 


mind 
this 
glamorize mer 


display must 


showmanship 

Although retail competition is at its keen 
est these days, many Stores seem guided by 
the idea that sterile window 
displays are sufficient. They 


interior 
As we 


and 
aren't 


DISPLAY WORLD 


before, the store that 
most attractively and 
do the most business, all 
equal. Display is a 
warm, almost living, form of advertising 
and it simply can not function at its best 
in cold, austere surroundings. 


have said repeatedly 
presents its wares 
dramatically will 


other things being 


In stores where this is not recognized 
there is usually one of three retailing divi- 
fault—top management, the dis- 
play manager, or other department heads, 
although a combination of any of these 
three may be responsible. 


sions at 


In the case of top management, perhaps 
the greatest single reason which is respon- 
sible for the lack of appreciation of display 
is simply that display space is free. Man- 
agement does not have to pay for the room 
in which windows displays are on view, 
either in the window or interior. Perhaps 
if the situation were one similar to that of 
newspaper advertising, where the white 
space alone is the biggest element of the 
cost, then store heads would regard it more 
highly and devote as much thought and 
respect to display as they now do to other 
advertising 

Some managements are prone, too, to 
think of display expense for props as prac- 
tically unnecessary but these same 
store heads would not dream of permitting 
a straight type advertisement to appear 
their store names in newspaper or 
direct mail campaigns. 


over 


And in many cases the display manager 
himself to blame when manage- 
reluctant or unwilling to set aside 
enough money to do a top display 
throughout the year instances 
ally come about when the displayman has 
not tried, or is unable, to sell the value 
of display to the store or has not sold man- 
ability. 
Such men will find the research reports of 
the National Association of Display Indus- 
tries of considerable help, as well as the 
examples of other displaymen who make it 
a habit to keep 
results from displayed merchandise 


has only 
ment is 
job 


These usu- 


agement sufficiently on his own 


a constant record of sales 


The third cause mentioned above is found 
in the heads of other departments who are 
either so vociferous and persistent in their 
arguments why their divisions should get 
the lion’s share of publicity appropriations, 
present their so thoroughly 
and convincingly that they get money which 
could be better spent on display. 

In looking these 
why display is many times short 
changed when the advertising allocations 
are being passed out it is clear that there 
solution which applies to all three. 
That is education. Management and depart- 
ment heads must be shown that money spent 
to make display most effective is not money 
wasted, but invested intelligently to 
more Displaymen must be made to 
understand that much of the responsibility 
retail 


or who cases 


over three principal 


reasons 


is one 


secure 
sales 
executives rests 
squarely on their shoulders. They must be 
taught to present their plans and long-range 
programs more effectively 


for enlightening 


And they must constantly remember that 
display can only do its full job for the store 
when it has all the necessary ingredients to 
the shopper merchandise in its most 
attractive and glamorous setting 


show 
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10,000 Expected To Attend 
Point-Of-Purchase Show 

The annual symposium sponsored by the 
Point of Purchase Advertising Institute, 
New York City, will be held at the Wal- 
dorf-Astoria hotel in that city during April 
1-3. More than 10,000 are expected to 
attend, according to J. Kingsley Gould, 
executive director of the organization. This 
is the sixth year the event has been held. 

Sixty designers and manufacturers of 
point-of-sale displays will exhibit their 
products during the three-day meeting. The 
program is being planned to 
have speakers tell of the experiences of 
national advertisers in increasing sales 
volume through the successful use of store 
promotions and store displays as the final 
link in over-all advertising programs. 


symposium 


Baltimore Display Group 
Announces Appointments 

The following officer and committee set- 
up for the year of 1952 is announced by the 
Display Guild of Baltimore: 

President, Randolph H. Irwin; vice-presi- 
dent, Percy Pugh; secretary, Merrill Lee; 
treasurer, Walter Ford; publicity, Frank 
Malehorn. 

Membership committee: Chairman, 
Thomas Schenkel; John Schneider, and 
James Campbell. Entertainment committee: 
Chairman, David Shannon; David Watkins, 
Joseph Rocker, and John Tuminello. Sick 
committee: Chairman, Paul Matz, Ray Har- 
man. Refreshment committee: Chairman, 
S. Barton Hatoff, Joseph Canale. By-laws 
committee: Chairman, John Tuminello; 
John Andrews, William Brenner, James 
Burnside and Lew White. 

Harold Dutch Dies 
After Short Illness 

Harold N. Dutch, of Samuel C. Dutch & 
Son of Florida, Miami, died recently in 
that city after a short illness. He was 50 
years old. 

For more than 30 years he was 
ciated with his father, Samuel, in the dis- 
play fixture business. Formerly the firm 
operated in Buffalo; this business was sold 
some three years ago and the new com- 
pany formed in Miami about the same time. 
The latter will continue operations as usual, 
Harold N. Dutch assuming her 
husband’s interests, along with Samuel C. 
Dutch and John C. Witty, general manager. 

Harold Dutch is survived by the widow, 
grand-daughter, and his par- 


asso- 


Ke 
Mrs. 


with 


a daughter, 
ents. 


Dewees Appoints Celenza 
To Display Post 

Following the 
Blake, as reported elsewhere in this issue, 


resignation of Norman 
Thomas Calenza has been appointed dis- 
play director of B. F. Dewees, Philadelphia. 
He had been first assistant in the depart- 
ment. 

Stammires Moves 

To New Location 

Display Studios, 
location at 


Dallas, has 
1601 Cedar 


Stammires 


moved to a new 


Springs. 
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Ray K. Henry 


Display Director for Belk Brothers Company, Charlotte, North Carolina 


R. K. Henry, known to intimates as “Ray,” began his display career in the 
display department of Miller’s in Knoxville, Tennessee during his high school 
days. His letter of application so impressed the general manager, that Mr. Henry 
was given preference over other applicants. 

Mr. Henry has been prominent in Charlotte display work for twenty-seven years. 
He was display director for the Davison-Paxon company in Atlanta for more 
than a year. As this store is affiliated with Macy’s in New York city, Mr. Henry 
received special training in that famous store. He has held his present position 
with Belk Brothers company for the past nine years. He is regularly identified 
with many civic endeavors where his talents and abilities are in great demand. 
He attends display conventions throughout the nation, and is a former vice- 
president of the International Association of Display Men. His hobbies are 
football and baseball. 


Sa eet lagna mr 


e@ BELK BROTHERS COMPANY 
CHARLOTTE, 
NORTH CAROLINA 


ee. 


Belk Brothers Company of Charlotte is the largest 
department store in the Carolinas and largest of the 
more than 300 Belk stores in 14 Southern states. It 
was established by William Henry Belk and his 
brother, Dr. John M. Belk in 1895. Doctor John M. 
Belk died March 21, 1928. Mr. William Henry Belk 
served as president of all the Belk Stores until his 
death on February 21 of this year. During its almost 
57 years of operation the store has experienced tre- 
mendous growth and expansion. Its length extends 
through an entire block with entrances fronting on 
two streets. The store embraces five floors and a 
basement, with a men’s wear store, shoe store and 
annex store adjoining the main store. Belk Brothers 
Company features large selections of merchandise to 
suit all incomes, and since Charlotte is the central 
trading city for a large area in the Carolinas, Belk’s 
enjoys a wide following of customers both locally 
Printasign Installation at Belk Brothers and sectionally. : ” 


REYNOLDS PRINTASIGN CO. 


608 SO. DEARBORN ST. * CHICAGO 5, ILL. 
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_..on and off the record 





—Barney Robbins and his pretty wife 
Lila enjoy a Florida beach during 
their recent honeymoon. Barney is 
one of the principals of Herzberg- 
Robbins, Inc., New York City— 


—Downtown members of the Display 
Guild of Baltimore at a luncheon for 
James Burnside, newly promoted to dis- 
play director of Hochschild-Kohn & Co. 
Seated, left to right, William Isaacs, 
Merrill Lee, Henry Morriss, James Burn- 
side, Randy Irwin, Alec Surasky and 
Herb Weyrich. Standing, Lewis White, 
Walter Ford, Bernard Stang, Tom Schen- 
kel, Frank Malehorn, Joe Canale and 
John Bonnett— 





—J. Lowell Smith, display 

manager, and his wife are 

cornered by Bill Dell of 

Damico Clothes, on the 

“28 and "Iz" Levy, of 

<a < ‘ , ; agle Clothing, on the 
i a rege * nok ; | right, in the new apparel 
Ros Forel the a -_ floor of Al's Shop for Men, 
pry Bien gn o . te -@ # * El Paso. Smith was first 
—_- ee F prize winner in Eagle's na- 
er es ; : tional window display 
ee ion in ; contest held a short time 

iami Beach— 4 1 : ago— 


—Principals of Nu Era Display 
Fixture Company, St. Louis, are 
Milton E. Kravitz, at the left, and 
Marvin Powers. They are shown 
here just before the formal open- 
ing of the company's new show- 
room on February 4, at which 
time an open house was held for 
St. Louis area displaymen— 


—Warren Gallagher gives his 

son, Ronald, some pointers on 

the fine art of pitching. War- 

ren is sales manager of the 

display division of Coy, 

Disbrow & Co., Inc., New York 
City— 
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Your Spring Displays Need 


BEAR Tuis 
~! “NATURALIKE” GRASS MATS 


“NATURALIKE" 
are the finest 
GRASS MATS 
you can buy. Ask 
for “NATURALIKE” 
when ordering. 


Whatever your display may be—it will look better 
and “sell” better with “NATURALIKE” Grass Mats. 
Newly improved, with lines of stitching 1” apart— 
closely trimmed, and dyed a verdant green, these 
ultra high quality mats will enhance your every 
display. 

Fireproofed and mildewproofed—made of the finest 
raffia—multistitched to a durable burlap base, and 


made in the 
5'x6', 5'x10', 


following sizes: 3'x6', 3'x15', 3'x30', 
S'x15’. 

TUFF TURF SPRINKLINGS 

The new economical “fill-in” material for odd shaped 
spots difficult to fit with regular mats. Easy to reuse. 
Available in 3 lb. cartons. Grass green to match 
your “Naturalike” grass mats. Fireproofed and 


mildewproofed too. 


Order your "NATURALIKE” grass mats and TUFF TURF SPRINKLINGS from your display jobber now — today. 


: oe 
Micros mats 














MEMORIAL GRASS CO. 


UHRICHSVILLE OHIO 

















If you’ve never pana Tekwood... 


feel a piece 


Your own hands will tell you this 
material for displays is strong and 
tough, yet flexible too. (It’s low in 
cost as well.) 


Take Tekwood into your hands. Get the feel of this 
versatile material...that’s why we want to send you 
a sample. 


Twist it. Bend it. Then you’ll know Tekwood is both 
tough and flexible! Yet it’s so strong it won’t shatter 
or splinter. 

And you'll find it surprisingly light in weight. 


Cut it. Score it. See how easy it is to make it self- 
hinging. Added Tekwood advantages: You can form it, 


\ 


easily, even around a short radius. You can die cut it, 
with clean, sharp edges. You can print, paint, silk screen 
or lithograph it without preliminary treatment. 


Do you want a special color? We match to specifica- 
tion on orders of 50,000 square feet or more. 


Send, to the address below, for a free sample. Ask, too, 
for prices on the quantities you use. By the same mail, 
if you wish, we'll also send a sample of the new Weld- 
wood Hardboard. Send for your sample NOW! 


UNITED STATES PLYWOOD CORPORATION 
55 West 44th Street, New York 18, N. Y. 
Manufacturers of Tekwood and Weldwood® Plywood 


Branches in Principal Cities * Distributing Units in Chief Trading Areas 
Tekwood is a patented product — U. S. Pat. No. 1997344 
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: ORCEFUL displays play a 
in providing the final sales 


Materials needed: 


DISPLAY W-OR LD 


4. Make « bow of separate length of ribbon. 


1. An appropriate gift is chosen with care. Its 
wrappings should be given equal consideration. 
Materials necessary include: Wrapping paper (2!/) 
times box size) and ribbon. It's the RIBBON that 
makes the gift besutiful 


2. Place bos upside down on wrapping paper. Fold 
peper across the top and bottom. Tuck in sides. 


5. Tie bow on to middle of packege with short 
ends. Bow may also be attached by pinning it to the 


box with « 


3. Turn package right side up. Tie ribbon around 
the center of the box. Knot and leave short ends on 
the top of package 


Remember 


long straight pin. 


6. Spread and fluff loops. Package is now complete. 


it's the RIBBON that makes the gift 


package beautiful 


Helping Display 


vital role 
push to 

many half-sold customers in addition 

to creating new ideas for coordinating a 
store’s over-all merchandising policy. Dra- 
matic windows and sales-producing counter 
displays in addition to colorful ribbons 
and wrappings will help clinch many a sale 
for special gift-giving occasions if proper- 
ly handled. 
Constant habits and 

make 
Since 


buying 
consumers 
essential. 


changes in 
the increased number of 
sure-fire attention-getters 
additional sales volume stems from impulse 
buying, it is important for progressive re- 
tailers and display managers to produce 
effective displays that will compel the shop- 
pers to come into. their rather than 
those of their competitors down the street. 

Research experts point to the fact that 
colorful ribbons and beautiful gift-wrap- 
pings are a vital aid to better display plan- 
ning and, in turn, to better sales volume. 
Even during World War II in the face 
of continuing shortages the planned use of 
display material and exquisite ribbons and 
wrappings helped hold the customers’ at- 
tention and maintain their good will. Ac- 
cordingly, displaymen should make it their 
business to learn the sales-propelling art 
of tying fabulous bows and_ otherwise 
dressing up displayed packages 

This year in particular is going to be a 
glamour-plus year in gift wrapping. For 


store 


By GEORGE A. TAFFEL, 


I. Fold in conter on the perfect 
bios ot right angles, then fold 
bock ond ap, ond bock ond down 


loyers by this procedure. 


{B. Hold bottom two overlapped 
ribbons between thumb end fore- 
finger Release the folded squveres, 
keeping thumb ond forefinger firm 


Sell Special Gifts 


President, Taffel Brothers, Inc., New York City 


Father's Day men’s wear groups and manu- 
facturers are devising ingenious point-of- 
sale displays and glamorous gifts that father 
would select himself. They are providing 
stores with cleverly designed displays com- 
plemented by beautifully wrapped merchan- 
dise. Such large buying organizations as 
the Associated Merchandising Corporation 
help promote this important event as they 
did last year by featuring exclusive gift- 
wraps for customers purchasing Father’s 
Day gifts; the entire gift-wrapping presen- 
tation was judiciously tied in with their 
individual store displays. 

Merchandise this year, whether it’s for a 
Father’s Day gift or other meaningful oc- 
casion, must be planned for fast selling 
and correct pricing. The list of products 
which can be profitably gift-packaged is 
endless, but in each case, current merchan- 
dising practice must be studied carefully 
and the ribbons and wrappings so designed 
to reflect not only the meaning of the 
event but the dignity of the store and the 
quality of its merchandise. 

The most recent approach in gift-wrap- 
pings is to follow fashion trends. Color 
and adornments appearing in the new 
fashion collections are used as a source 
for ideas and themes for smart gift pack- 
ages. Copper, silver and gold foils, com- 
bined with striped or polka dot paper were 
introduced by some manufacturers this 
spring when both Paris and New York 


were featuring polka dots and stripes in 
high fashion apparel. Clear pastel toned 
papers such as lilac, pink, blue and jonquil 
yellow are favorites in gift-wrapping and 
coincide with the pale yellow-toned cot- 
tons, silks and even rainwear featured in 
fashion promotions. 

With Father’s Day near at hand, wise 
retailers will plan now for gift-wrappings 
that are so distinctive that they will attract 
customers into their stores. Properly han- 
dled, gift wrappings can be a most effective 
silent salesman. And the beauty of the idea 
is that it is just as applicable to the small 
neighborhood shop as it is to the largest 
department store. Follow this same thinking 
for every gift-giving holiday. 

In planning a gift-wrapping program, do 
not overlook the importance of coordinating 
it with your display ideas. First of all 
a color motif must be decided on. Paper 
should be one shade and the ribbon another 
as a general rule. A good stock of gift 
wrappings should include everything from 
all-over printed designs to plain white or 
colored tissue. Regardless of what paper 
you select, your ribbon tie will make your 
packages more eye-compelling. 

There are many types to choose from, in- 
cluding cellophanes, silver and gilt effects, 
rayons and plastics. One of the most ex- 
tensive lines as well as the most attractive 
Father’s Day ribbon is created with a sports 
motif on a white background with blue en- 


sixsensnasettinte atnatnt sn 
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graved designs of a pipe, socks, ties, golf 
club, etc. 

If you are the buyer of men’s furnishings 
in a department store, then it is up to you 
to work with the gift-wrapping department 
to promote this important service for 
Father's Day. Wide awake buyers will 
want to utilize every conceivable type of 
promotion in order to keep volume on the 
upswing. Your department is probably the 
most active for Father’s Day buying. Fol- 
low through with the display manager on 
the idea of having displays throughout the 
store call attention to Father’s Day gift 
wrapping. 

Now that the seller’s heyday is over, 
specialty shops as well as department stores 
have evinced renewed interest in store gift 
packaging and wrappings as well as gift 
wrapping services. Spot displays through- 
out the store featuring your gift wrapping 
service will add color and drama. Reports 
of this new enthusiasm come from both 
independent designers of such gift packag- 
ing and suppliers who are receiving more 
requests for specialized packaging. Beauti- 
ful wrappings are a big advertising asset to 
a store, but sometimes management looks 
at them as just an added expense. How- 
ever, under current circumstances stores 
are interested in every aid which will in- 
crease their traffic. Beautiful wrappings 
and dramatic displays help bring customers 
into the store and have the publicity ad- 
vantage of being widely seen and talked 
about. 

Three types of gift-wrapping operation 
prevalent in stores today are: 

1. Father’s Day boxes in various sizes, 
printed in appropriate colors, into which 
merchandise may be placed without further 
wrapping. Such boxes are given free with 
purchases. This type of box is favored by 
large volume department stores, as well as 
smaller ones because it saves labor during 
a rush period. 

2. A specialized gift wrap given free to 
every customer who requests it. This 
method is used by such stores as Lord & 
Taylor, Saks-Fifth Avenue and Bonwit 
Teller, among others. Lord & Taylor 
usually has a color-printed wrap of a sen- 
timental slogan for Father's Day as well 
as a special all-year gift wrap. 

3. A gift wrapping service operated by 
the store for which the customer pays a 
fee to have purchases done with the store’s 
individualized gift wrappings. Such is the 
type of service for which Nieman-Marcus 
has become famous, partly because of the 
unusual package designs and for its show- 
manship in featuring such packages in their 
store windows. 

There are five important steps involved in 
wrapping a package properly; they are 
good to know on the part of the display- 
man as well as the person at the wrapping 
counter. These steps are as follows: 

No. 1. A white tissue paper lining for 
each box before the gift is placed inside 
will give a neater appearance when the 
box is opened. Place a single sheet of 
white tissue (colored if preferred) across 
the length of the box. Overlap the paper 
through the center enough so that it just 
fits the width of the box. Place another 
single sheet of white tissue paper across 

[Continued on page 68] 
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- + - @ new prefinished material 
costing considerably less than 
many unfinished materials! 


MARLITE REQUIRES NO FINISHING; 

1S EASY TO FABRICATE. Think what a savings 
Marlite wood panels mean to you completely 
eliminating all your finishing and refinishing 
operation! Available in fully-finished authentic 
wood grains, Marlite is easily drilled, punched, 
sawed, sanded, planed, laminated and die cut with 
ordinary woodworking equipment. And the cost... 
considerably less than most unfinished materials. 


Marlite is a hard, flexible panel with a high-heat- 
baked finish. Easy to clean.. impervious to 
alcohol, ordinary acids and alkalies... resistant 
to cigarette burns, scratching and scuffing. Work 
with Marlite wood panels once and you'll quickly 
see their cost-cutting, profit-making possibilities. 


Call in a Marsh factory-trained product 
engineer. He will be glad to help you 
add more sales appeal to your product 
and reduce your costs with Marlite. 
MARSH WALL PRODUCTS, INC., 
Dept. 530 Dover, Ohio. Subsidiary of 
Masonite Corporation. 





a 


PREFINISHED PANELS 








SIGNS FOR EVERY NEED 
CHANGEABLE LETTER, NAME 
STRIP OR CORK! 


Write today for Acme’s FREE folder, 
“Selling Through Suggestion”, and the 
latest Acme catalog on directories and 
bulletin boards for department stores 
and menu boards for cafeterias. There 
is no obligation and no salesman wili 


call. 
37 EAST 12™ STREET 
NEW YORK 3, N. Y. 


+ [BULLETIN COMPANY| 
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NOW, PUT MORE 


INTO YOUR 
WINDOW DISPLAYS 
serene 





wars penne 
display 


Swedish Specialty Display 


when World 


nwrTredaee 
window 


T was almost the very day new high for the firm in the elegance and 
i War II broke out that Eric Skoglund convenience of its appointments — in the 
il opened his first clothing store in the fall of 1951. “It was our aim,” according 
: rural town of Jonkoping, Sweden. to Eric Skoglund, “in starting this store 
There are certainly more favorable occa- to place a Continental gem before the feet 
founding a However, of Stockholm’s womanhood, and in _ this 
this store is still going strong and is re- aim we have succeeded.” The facade, in 
garded as one of the pace-setters for the formed glass and with dull brass _trim- 


Combine your own origi- 
nality with the best ideas 
conceived by the leading 


sions for business. 





display artists of the world. 


INTERNATIONAL 
Window Display 


Edited by WALTER HERDEG, 
Editor of Graphis 


For the first time, a big new book that 
brings you all the ideas and techniques 
used by famous window display experts 
from all over the world — master artists 
from France, England, Switzerland, 
America and many other lands. Over 
400 glowing illustrations and a highly 
informative text are jam-packed with 
suggestions and fut\damental rules — to 
give you windows that call for attention, 
and displays that sell goods faster. There 
are special sections, each written by an 
authority, on interior display, manne- 
quin design, display units and paper 
sculpture. An essential book for large or 
small store owners, window designers 
and artists. 280 pages, 914 x 117%, 403 
illustrations, 7 in full color. Text and 
captions in English, French and German. 
$12.50 
see it 10 pays FREE 
— meme ere ee 
PELLEGRINI & CUDAHY, Dept. DW-3 
41 East 50th Street, New York 22 
Please send me International Window Dis- 
play tor 10 days’ free examination. At the 
end of 10 days I agree to remit $12.50 plus 
postage or return the book postpaid. (We 
Pay postage on orders accompanied by remit- 
tance. Same return privilege.) 
Name 
Address 


apparel trade in its area. It has been fol- 
lowed by stores in four other Swedish com- 
munities. 

The fifth and most recent link in the 
Skoglund chain was forged with the open- 
the Stockholm which set a 


ing of store - 


—A striking contrast between old and new 

fashions is made in this display from Eric 

Skoglund's store in Eskilstuna, Sweden 

Below is a detail from the display, showing 

the use of three-dimensional figures on the 
background— 


mings, is a chaste card of introduction to 
the interior. Within its limited space the 
display window presents not only the latest 
in apparel but also a style of display which 
is well regarded in Sweden. The display 
director is Ake Swardh. 

“However,” says Skoglund, “a can 
exclusive expensively ap- 
pointed as still not be a 
with the customer. A_ pleasant 
environment and thoughtfulness towards 
the customer are the decisive factors. These 
Skoglund branches. 
atmosphere is characteris- 
entire chain. Practicality has 
exclusive, exclusiveness has be- 
The result is a personal 
atmosphere in which the customer acquires 
a feeling of confidence for the product and 
a conviction that he found just what 
he (or she) is looking for.” 


store 
and as 


like, and 


be as 
you 


success 


are the secrets of all 
The congenial 
tic of the 
become 


come congenial. 


has 


Visual Merchandising Workshop 
Scheduled For June 23-25 

National Retail 
and the New York 
University School of Retailing, a visual 
merchandising workshop is planned for 
June 23-25; classes will be held at the 
university. Irving C. Eldredge, assistant 
manager of the NRDGA’s Visual Merchan- 
dising Group, will be chairman. 

The mid-year conference of the VMG and 
Sales Promotion Division of the NRDGA 
will be held at the Governor Clinton hotel, 
New York City, June 26-27, just prior to the 
annual Display Market Week sponsored by 
the National Association of Display Indus- 
tries; the latter will take place June 28- 
July 2, at the Hotel New Yorker. 


Sponsored by the Dry 


Goods Association 
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Winners Made Known | 
In Coat Contest — + 4 This traffic-stopping set 


. - ‘ | ains in reality because firm, 
Three ‘first prize winners have been an- be bs 


nounced in Barron-Anderson’s fall and 
winter display contest. The award of $100 | 
went to each of the following: S. W. Haken, 
The Hecht Company, Washington; Bernice 
Meldon, The Remick Company, Quincy, | at i! Pe The pelette? Masonite Herdboard, 
Mass., and Dan Kaplan, Rothschild’s, | it off 
eae Cthe A A of course— because we ers 
, . ; ec ee a * a super-smooth surface that's easy 
Second prizes of $50 each went to F. G. | a 19 ay ears 
Hecker, Berry Burk & Co., Richmond; A. | 
A. Liber, Jordan Marsh Company, Boston, | 
and G. William Wilson, Rodes-Rapier Com- 
pany, Louisville. 
Barron-Anderson topcoats were won for 
third prizes by John P. Wiersma, House- | 
man & Jones, Grand Rapids; J. J. Zettle, | 
The M. O’Neil Company, Akron; C. W. | 
Albright, Jacob Reed’s Sons, Philadelphia; 
Robert van Auken, Savard & Colburn, Inc., 
Albany, N. Y.; Elmer A. Kipphorn, Watt & | 
Shand, Lancaster, Pa. | 
Fourth prize winners were Forest Dia- 
mond, H. G. Carson & Co., Greenfield, Mass. ; | 
Larry Glick, Dunhill’s, Huntington, W. Va.; 
Bill Willis, Empire Clothing Company, | 
Gloucester, Mass.; Harry W. Nelson, E. 
& W. Clothing House, Rockford, Ill.; C. 
A. Bardo, Frohman’s Men’s Shop, Danbury, 
Conn.; Robert Keitzer and Richard Kongs- 
hauf, Matt J. Graif Company, Mankato, 
Minn.; Robert Kraut, Griffith-Smith Com- 
pany, York, Pa.; William W. Bailey, J. S. 
Hall’s Sons, Knoxville; Roland J. Fortin, 
The Hub, Fall River, Mass.; Marcus 
Smith, Kaufman Brothers, Charleston, W. | 


rigid Masonite Hardboards 
make up the walls and steps 





Va.; Henry Montefusco, R. J. McCartney 
Company, Lawrence, Mass.; Theron C. 
Webster, Talbot Clothing Company, Lowell, | 
Mass.; William D. Horton, The System 
Company, Brockton, Mass., and Fred Sil- 
vestri, Tarney’s, New London, Conn 


Detroit Display Club 
To Aid Museum 

The Detroit Display Club has named a 
committee to cooperate with the Detroit 
Historical museum in maintaining the insti- \ 
tution’s windows and_ exhibits Bartlett 
Frost, of the museum staff, heads the com- 


‘ ; Meet Lucius, the 
mittee and other members are Walter 4 


Grover, J. L. Hudson Company, and Donald anatase f: ° ° h f 
A. Ferguson, of the F. G. Clayton Company. , aster. Ne easier wit 


and complete instructions. 


COMING UP! MASONITE PRESDWOOD 


National Boys Club Week March 31- 

; April 6 e@ How will your store rate inthe parade of Easter displays ? 
Commrreten Week i gp You can do a really creative job with Masonite Presdwoods. 
Baseball Week April hestbed Yes, here is a versatile all-wood material, in 23 different types and 
Easter ; April 1S thicknesses. It works quickly, with ordinary hand or power tools. 
Pan-American Day April 18 It fastens with nails, screws or adhesives. It never splits, splinters 
National Garden Week April one or cracks, for it has no grain. You can bend it to graceful, flowing 
World veneer Week Agel aay curves as in the rabbit cut-out shown here. You can apply almost 
Boys and Girls Week April 26-May 3 any kind of surface finish. 


saan tee Gee age aa 7 Your building materials dealer is the man to see. 


National Family Week May 4-11 

National Music Week May 4-11 MASON iTE° 
Mother’s Day May 11 | 

National Cotton Week May 12-17 

Armed Forces Day May 17 | CORPO RATION 


Fishing Week May 17-24 DW-3, BOX 777, CHICAGO 90, ILL. 
National Luggage Week May 17-24 “Masonite” signifies thot Masonite Corporation is the source of the product 
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Value of Display 


By EDWARD STUART, 
Lewis's, Ltd. Liverpool, England 





The ) cxXK a speech 
made by bdwa Stuart, central publicity 
managet Lewis's t an airman of 
the British Display Association—Northwest 
area—to the Birkenhead Chamber of Com- 


merce Ed 


HEN I was asked to speak to you 
about display, I went to my press 
and said, “I’m to give a 


manager 
speech on the value of display We both 
know how important it is; how do I stress 
that importance ?” 

His answer was, “There is only one place 
in any one shop where passersby can see 
what you've got to sell—your windows. Is 
that important?” 

Well of course it is, but I must say that 


for a nation of shopkeepers we seem to be 


—generally speaking—sublimely indifferent 
to the fact. 

Visual merchandising—or dress- 
ling as it used to be called—is first 
scontact with the public and judgments are 
whole of your establishment 


window 
your 


formed on the 
tafter a mere glance at what you've put in 
tyour windows and how you've put it in. 

Now that thought, I submit, should merit 
your attention. Your window is 
Miree advertising space and I’m sorry to say 
vat is treated, like most things that are free, 

ith a casual indifference. Supposing—just 
upposing—you could get a full page ad- 
one insertion only—in a lead- 
ng newspaper, say with a circulation of 
50,000 (costing about $1,500) By jove, 
yhat care and attention you would give it! 
What expert advice you would seek, how 
@arefully would you choose the story and 
goods which were to be featured. Yet your 
own window, very own front 
Page, passed by at least 250,000 
People daily—every day—is usually treated 
Fike a dull, dark and rather dreary stock- 
Toom 


serious 


ertisement 


shop your 


which is 


f miles of 


shop 
many 


There are thousands « 
windows in Britain, there 
windows in fact that they literally blot out 
and cities. 
There is simply nothing else to see—if one, 
the traffic Therefore 
window important trom = an 
artistic point of through can 
help to make life bright and gay and excit- 
neglect it and allow our 
windows to remain and unim- 
portant. I think it can have a tremendous 
influence on us and I believe it is the 
greatest single factor in making our towns 
and our cities and country a more 
attractive place to live in 


are so 


everything else in our towns 


ot course, excepts 
display is 
view ; it we 
ing, or we can 
colorless 


our 


Well, having shown that there is a com- 
mercial side and an artistic side to display, 
may I say a few words about each. 

As a form of art it has the interest of 
the whole community, for everybody is dis- 
play-conscious and loves to go window shop- 
ping. People have an insatiable curiosity 

[Continued on page 84] 


Your New York BUYING GUIDE 


A. Lutz 


Allied Display Materials, Inc. 
65 Madison Ave. MU 5-6487 
NOVELTIES, ARTIFICIAL FLOWERS & 
DISPLAY MATERIALS 


For Windows and Interior Store Display 





3 West 18th St. CH 2-6264 


REED AND RATTAN DISPLAYS 
Display Units, Frames, Screens, Novelties, Fixtures 





Arts & Flowers Displays, Inc. 
43 West 5éth St. Cl 7-6848 


ARTIFICIAL FLOWERS and FOLIAGE 


Display Novelties and Accessories 


Maharam Fabric Corp. 
130 West 46th St. LU 2.3500 


DISPLAY FABRICS & ACCESSORIES 
Chicago 115 S. Wabash 
Los Angeles 1113 S. Los Angeles 





Bliss Display Corp. 
460 W. 34th St. BR 9-5750 


DISPLAY PROMOTIONS 
Display Settings, Novelties, Animated Displays 


Messmore & Damon, Inc. 
1461 Park Ave. TR 6-3530 
MECHANICAL DISPLAYS 
Papier Mache, Industrial Exhibits and Dioramas 





Bois Smith Studios 
228 West 39th St. LA 4-4492 
WINDOW & INTERIOR DISPLAYS, 
ARTIFICIAL FLOWERS 


Metropolitan Mechanical Display Co. 
We Buy, Exchange, Rent or Sell New and 
Used Mechanical Displays & Mannequins. 

MECHANICAL BOOKS 


50 West 22nd St., New York Or-5-1280 





Bonafide Display and Decorative Co. 
61 West 37th St. WI 7-7965 


ARTIFICIAL FLOWERS and FOLIAGE 
Original Creations for Better Displays 


Natural Creations, Inc. 
233 Fifth Ave. LE 2-2377 
FOLIAGE NOVELTIES, 
DISPLAY DECORATIONS 


Creative Displays — "It's a Natural” 





L. J. Charrot Co. 
36 West 27th St. WI 7-1687 


ARTIFICIAL FLOWERS 
Displey Units, Novelties and Decorations 


Thomas Pace Co., Inc. 
506 West Broadway GRamercy 7-0778 
ARTIFICIAL FLOWERS & XMAS TREES 


Decorative Display Novelties 
Sell to Jobbers Only 





Colonial Decorative Display Co., Inc. 
70 West 40th St. WI 7-0230 


ARTIFICIAL FLOWERS 


Decorative Display Units, Novelties and Decorations 


Result Displays, Inc. 
350 West 3Ist St. LO 4-8440 


PLASTIC TRAYS AND HANGERS 
A quality product priced right 





Decorative Creation & 
Art Flewer Co., Inc. 

13 West 27th St. MU 6-1798 
ARTIFICIAL FLOWERS, DISPLAY 
DECORATIONS 
Bert Greenbaum ® Werner Leburg ® Martin Schloss 


Louis Schneider Corp. 
6 East Second St. OR 4-3723 
ARTIFICIAL FLOWERS & FOLIAGES 


Display Decorations and Novelties 





Decorative Plant Corp. 

136 West 24th St. WA 4-4405 
ARTIFICIAL FLOWERS 
Display Settings, Novelties, Units 


Nat Siegel, Inc. 

39 West 37th St. WI 7-8485 
MANNEQUINS AND DISPLAY 
EQUIPMENT 
Distinctive Display Fixtures and Novelties 





The Displa uipment Corp. 

147 West fay oy vf ” aie on 9-080 
Manufacturers and Distributors of Exclusive 
CORONET & WINDSOR 
MANNEQUINS 


Walter E. Spaeth Displays 
57 West 30th St. MU 3-2749 
NATURAL FOLIAGE DISPLAYS 


Factory — Corona, N. Y. 





Frankel Asseciates, Inc. 

218 West 47th St. Cl 7-0060 
DISPLAY FABRICS & ACCESSORIES 
127 N. Dearborn St., Chicago; 

424 Book Bidg., Detroit; 819 Santee St., Los Angeles 


D. G. Williams, Inc. 
498 Seventh Ave. LA 44069 


MANNEQUINS & DISPLAY FIXTURES 
Display Novelties and Equipment 





Victor Haida Displeys, Inc. 

149 West 24th St. CH 3-3540 
DESIGNERS & MANUFACTURERS 
OF CREATIVE DISPLAYS 
Largest Showreom in the Country 


ee 


“Trade mark of 
Celastic Corp. 


Ben Walters, Inc. 

125 West 26th St. AL 5-2308 
DIP IT! DRAPE IT! 
SHAPE IT! CAST IT! 

See it demonstrated 








David Hamberger, Inc. 
115 West 3ist St. PE 
MANUFACTURERS OF DISPLAYS 
Artificial Flowers, Functional Units, 
Backgrounds, Novelties 





SAVE TIME — DO YOUR 
DISPLAY BUYING IN 
NEW YORK 





It's Always MARKET WEEK in New 








New York display houses 
vies with the art centers of 
the world to give you display 
requisites that make your point-of- 
sale presentations do a superior 
sales promotion job. Although 
display inspiration may 
come from the Folies-Bergere to 
Louis XIV Point de France, 
it results in the production of 
original and practical display units to 
match the American tempo: 
Make New York your 
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, 


or motor. 
ball bearing. 








COMPLETE 


The Magical Lure of 


Whotion 


... adds so much 


... costs so little 


Here are Turn Tables that are time-tested dependable 
performers, ruggedly constructed, heat-treated steel gearing 
resists wear indefinitely under continuous operation. 
spiral gear drive affords smooth, effortless transmission of 
power from motor to revolving turn table. Reduction gears 
sealed in oil for quietness and efficiency. 

Friction drive allows display to be stopped pur- 
posely or accidently without damage to gearing 
Precision built throughout. 


Use of 


Finest 


MODEL No. 500 (200-Ib. Capacity) 396” 


Available in 75 and 500 Lb. Balanced Load Capacity. Prices on request. 


With A.C. 18-watt current consumption motor of 


pounds. 


balanced load capacity of 200 Ibs.; 12" diameter 
aluminum enclosure and 8 foot heavy duty UL 
approved cord and plug. 
Speed 3 R.P.M. Overall height 512". 
Electrical contacts for illumination $16.50 additional. 


Shipping weight 15 





va, (ORT R. CONEN CU. 


Equipment 








Member NADI 
810 PENN AVE., PITTSBURGH 22, PA. 














Complete and 
Comprehensive course in 


WINDOW DISPLAY 


and INTERIOR DESIGN 
and DECORATION 


éat the Whitman Schoo 


Leads to interesting positions with good 
salary ranges. FREE Placement Bureau 
State Licensed — Request Catalog. 
CLASSES NOW FORMING 


170 RIVERSIDE DRIVE, at 89th St. 


New York City TRafalgar 3-1200 


GRD THD THD THD THD TAD 








USE THE 


OPPORTUNITY 
EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT 
FOR SALE 
* 
$4.00 Per Column Inch 


CASH WITH ORDER 











@ WHEN WRITING ADVERTISERS PLEASE MENTION DISPLAY WORLD e 
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Barricade Display 
Changes With Seasons 

Spring display is being used by Neiman- 
Marcus, Dallas, as an ingenious device to 
keep passersby from being hit on the head 
by falling bricks. The green season has 
taken form in one of the country’s most 
unusual barricades, surrounding the store 
during its present $4,000,000 expansion pro- 
gram. The framework of the barricade is 
of 2 by 4’s laid on edge supported by 6 by 
6-inch frame columns, and is so constructed 
that an object falling from above would 
have to pierce a 4-inch lumber wall in order 
to reach the sidewalk. For appearance’s 
sake a thin plywood ceiling has been added. 
The approximate cost of building the bar- 


| ricade was $20,000. 


The rough barricade completed, Guy and 
Thelma Malloy, husband and wife team 
who have headed the display department 
at Neiman-Marcus for many years, entered 
the scene. The Christmas season was ap- 
proaching and the beauty of the Neiman- 
Marcus Christmas decorations is tradi- 
tional. The Malloys’ task of making an 
attractive, gala place of the barricaded 
store was made even more difficult by a 
city ordinance which specifies that anything 
built under an arcade and over a sidewalk 
must be made of a substance that is fire- 
proof in its natural state. 

What emerged from the Malloys’ imagi- 


| native direction at Christmas time was a 


wonderland of white wrought-iron trees 
glistening with crystal leaves and twinkling 
stars. The decorations created widespread 
comment and surprise, too, when it was 
learned that the beautiful arbor of trees 
was serving not only to decorate, but as 
camouflage for, the construction work going 
on overhead. 

At the present time the display depart- 
ment is at work transforming the barricades 
into a spring scene. The wrought-iron 
trees are turning green now, and where 
during Christmas the icicles and snowflakes 


| clustered, green leaves, bright spring flow- 
| ers and small birds in 
| appearing. 


bird-cages are 


| Comprehensive Catalogue 
| Issued By Marcus 


A new spring and summer display cata- 
logue containing 76 pages has been issued 


| by Marcus Window Display Service, Inc., 
| 114 Lincoln street, 
| sent without charge in response to requests 
| made on company letterheads. 


Soston 11, and will be 


Not only does the catalogue contain num- 


| erous display ideas and suggestions, but 


more than 100 samples of display fabrics 


| and papers are included in swatch form. 
| Also featured are many naturally known 
| display necessities ranging from grass mats 


through lighting equipment and fixtures. 


Broadway-Westchester 
Names Charles Art 

Formerly display director for Mullen & 
Bluett, Los Angeles, Charles Art is now in 
a similar position with The Broadway- 
Westchester. James Bowes, who had been 
with the latter store, resigned recently to 
head display for Hale Brothers, Sacra- 
mento. 
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Versatile Display 
Offered By Elgin 


An all-purpose display piece usable as a 
carrying case, counter tray for showing 
watches, or as a window unit has been 
perfected by Elgin National Watch Com- 
pany and is now being offered to jewelers 
with the Lady Elgin “Devotion” line of 
diamond watches 

Designed in the form of a book, the 
piece when closed is 8% inches wide and 
10% inches high, covered in mottled gray 
leatherette. Embossed in gold letters on the 
cover is the Elgin slogan, “The Beautiful 
Way to Tell Time.” 

Opened, the display presents a beautiful 
lavender-and-old-lace effect. The 
“cover” is fitted with a satin puff and decor- 
ated with miniature flowers and lace. The | 
watches are fitted into a powder blue vel- 
vet tray recessed into the righthand page. 
This tray is easily removable so that 
the watches may be placed in a showcase 

A small base is provided for mounting the | 
open display in a window or on the counter. | 
Closed, the unit is particularly convenient 
for jewelers making 
presentation to customers 


inside 


out-of-the-store 


Urges Lighted Displays 
At Point-Of-Sale 

“American business wastes millions of 
dollars each year on point-of-sale materials 
that are never used,” according to Sam 


Kamin, president of Neon Products, Ine., | 


Lima, Ohio 

“Recent studies by our company show 
that less than half of all non-illuminated 
temporary displays are actually used in re 
tail stores. The average life of those that 
are used is less than 21 days. This makes 
the cost per day about ten cents on dollar 
items.” 

Permanent illuminated point-of-sale signs 
cost less in the long run, Kamin reports 
“The average illuminated window, wall, 
counter or cash register sign costs around 
$10 in quantity 
acceptance almost 100 per cent get shown, 
with the average life exceeding a year 
This brings the cost per day down to three 


But due to higher dealer- 


cents.” 


New GE Display Unit 
Serves As Merchandiser 

A combination point-of-sale merchandiser 
and bulb display for Christmas tree lamps 
has been announced by General Electric 
Lamp Division, with headquarters at Nela 
Park, Cleveland. 
feature of its 1952 Yule promotion, the new 
merchandising unit is factory-packed with 
500 tree lights, and will be distributed by 
Christmas tree string set manufacturers 


Developed by GE as a 


through their jobbers 

The merchandiser is unusual in that it 
serves also as an illuminated display. A 
string of lights fits appropriately in the de- 
sign of a perpendicular display piece at 
the back of the unit. 


Jess Atkins Joins 
High's, Atlanta 

Jess B. Atkins has resigned as display 
manager for the Friedlander Corporation, | 
Moultrie, Ga., in order to accept a similar 
position with J. M. High Company, Atlanta. | 
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MAY COMPANY 
Los Angeles 
(DOWNTOWN) 


PATENT 


this season... 
sell more merchandise with 
dekorablok displays! 


Ccrtbn ss 


srt 


DEKORABLOK DISPLAYS SELL MERCHANDISE FOR L. A. STORE 


The May Co., Los Angeles, recently created this attractive spring 
merchandise display with DekoraBlok. Cosmetics and groceries were 
featured in other DekoraBlok windows and DekoraBlok was also used 
for interior applications in the May Company's Lakewood branch. 
More DekoraBlok windows in leading stores across 
the country are scheduled for early appearance. 


Order today from your authorized local dealer. 


4540 LONGRIDGE AVENUE 


PRODUCTS INCORPORATED 
VAN NUYS, CALIFORNIA 











USE THE 


OPPORTUNITY 
EXCHANGE 


For any WANT AD purpose: 


POSITION WANTED 
POSITION VACANT 


USED DISPLAY EQUIPMENT 
FOR SALE 


REPRESENTATIVES WANTED 
a 
$4.00 Per Column Inch 
CASH WITH ORDER 


ADD “EYE-APPEAL” with JEWEL 
Coisr- Change FOUNTAINS 


Color - Change 
Sparkling, bubbling streams of water il- 
luminated from below with light beams of 
constantly changing colors can be used 
to liven up store and window displays. 
No water connections needed. Send 25¢ for 
64-page catalog. Also ask about Jewel 
Electric pumps and turn-tables. Est. 1880. 
ae JEWEL ELECTRIC & MFG. CO. 
Vo. 504 Fountainy 14. West Kinzie St., Chicago 10, lil 











WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
319-321 N. Paca St. Baltimore 1, Md. 














DISPLAY Wott Oo 


‘S/GNPRESS* 


SHOW CARD AND POSTER MACHINE 


Peatae4 | SPEED----SIMPLICITY 
LOW OPERATING COST----LONG LIFE 


Used for over eighteen years by leading national chains. 


MORE PROFIT Many have from 50 to 500 or more in use. 
TO YOU! 


The "“SIGNPRESS" en- 
ables store managers to 
do a better job of mer- 
chandising. It provides 
a simple, convenient 
means for producing 
GOOD LOOKING Cards 
& Posters QUICKLY and 
at SMALL COST. 





~~ 








MADE IN THREE SIZES . . . WRITE TODAY FOR SAMPLES, CIRCULARS AND PRICES 


DISPLAY EQUIPMENT CO. 


BOX C-144 ADRIAN, MICH.) 














Meet us in St. Louis... 


We are presenting entirely new ideas 


and new trends for the Fall and Back- 
To-School display seasons. Our completely 
new and different line will be on display 
in Spaces 6 and 7, Hotel Jefferson, 
St. Louis, April 6-9, at the 
S. D. A. Conference and Market Week. 


LSS 20a 2asoccatee— 


DISPLAY DESIGNERS AND MANUFACTURERS e PORTSMOUTH, OHIO 
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DISPLAY AT GUMP'S 
[Continued from page 25] 


man in adaptation from one medium to an- 
other. As the arrangement shapes up, the 
placement of a single element of the whole 
may well account for what Mr. Raynaud 
calls “the quality” in the windows. Inter- 
preting this phrase, he says “the windows 
should come alive with the human touch. 
Somehow, they must make the observer feel 
that something is about to happen, and 
right now is the second before it will 
happen.” 

To exemplify this thought he mentioned 
a display in which he spent at least a half- 
hour placing a spoon, shown with a cup and 
saucer, to give the feeling that some one 
was about to pick up that spoon and set 


| the whole scene in action. And in this 


manner he took away the static quality of 
the display and gave it life. 

As windows are designed to attract the 
passerby to the merchandise shown, Herb 
Raynaud views them as the face of the 
store. What the casual, sidewalk shopper 
thinks of a store — the management of it 


| and the quality of the merchandise — comes 
| from what he sees in the windows. Thus 
| each store should determine its character- 


istic face, and commission qualified hands 
to portray it faithfully. 
What a store should consider in em- 


| ploying a display manager, Mr. Raynaud 


enumerates under four major headings, 
leading off with an accredited training in 
three-dimensional design. He _ feels that 
without such training the fundamental foun- 


| dation the displayman should have is lack- 


ing. Second in importance is the ability of 


| the displayman to understand that the pur- 
| pose of the windows is to sell merchandise. 


Too frequently those trained in artistic ex- 


|} pression, although it is of paramount impor- 
| tance, do not balance it with a realistic 


—This window publicized two simultaneous 

gallery shows: "Sketches for a Ballet’ and "The 

Dance in Sculpture." Background and floor 

were in pure scarlet, with the “theatre wing” 
in black— 





MARCH, 1952 


recognition that windows are for selling 
goods, not for their pure art. 

In the category of realism, his third point 
in the qualification of a display manager 
is the possession of a high degree of a sense 
of business. He must live with budgets as 
well as designs, and proportion window di- 
play expenditures to the potential sales of 
the merchandise shown. He must balance 
the purchase of props with judgment in the 
many ways they may be used—painted, cut 
up, dipped in plaster, added to or cut down, 
so that old materials take on new guises. 
Mr. Raynaud believes that only in such 
manner will the store’s windows cause 
shoppers to view them with considered at- 
tention. If props are reused without change 
the windows cease to pique the public in- 
terest; people are inclined to feel, “Same 
old props, same old merchandise.” 

And finally, but not to be minimized in 
the function of a displayman, is his need 
to be a meticulous window housekeeper. 
An unsightly light cord or a little dust may 
mean the difference between zenith and 
zero in the estimation of the person on the 
other side of the window glass. 

If the above qualifications are met, the 
displayman should hold a_ position of 
prestige in the store, and so direct all dis- 
play activity. He should also influence any 
visual factor that expresses the personality 
of the store such as packaging — as a 
consultant, if not as originator. 

Mr. Raynaud outlines the Gump organiza- 
tion method of processing merchandise for 
window display as follows: First he calls 
a meeting of all merchandise managers and 
buyers at which items are submitted to be 
considered for display. In his capacity of 
advertising manager, items of exceptional 
merit may at these meetings be scheduled 
for newspaper advertising as well as dis- 
play presentation. 

When selections have been made, a sched- 
ule of dates is set up with a single window 
reserved for each item. In his scheme of 
display Mr. Raynaud considers each win- 
dow as a separate, integral whole, pointing 
out that a design for sterling silver bears 
no relationship to an appropriate setting for 
china. In one respect only are the windows 
related; they do not differ in their ex- 
pression of the character of the store. To 
clarify this point he change the 
design of each window as the merchandise 
suggests, but I keep the style identified 
with Gump’s.” 


says, “I 


After the schedules are set up, then comes 
his personal review of the merchandise to 
be displayed, from which, through the ques- 
tions of its individual appeal plus pertinent 
information furnished by the buyers — stock 
on hand, record of past sales of similar 
products, stock on order, price, complete 
description — he decides on the type of 
presentation. 

Then with the idea of his approach in 
mind, supported by his own rough sketch, a 
meeting is called in the display department. 
Over the coffee cups there the design 
emerges on paper and becomes the blueprint 
for window preparation. 

And as preparation evolves into the 
change of window, Herb Raynaud points 
once again to the purpose of it all: “Window 
display is three-dimensional advertising- 
selling method that characterizes a store 


OISEFLAY: .Weo-k8 tO 
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SELL MORE BATHING 
SUITS THIS YEAR 


NO. FS525 
ACTION FORM 
Display your newest fashions in beachwear on these 
smart action forms. The beautiful sculptured feminine 
lines highlight the selling points of bathing suits or 
shorts. The unusual neck and shoulder treatment add 
a “racy” touch to your displays. Use them in your 
windows, on the counters or for ledge displays. 
Watch your sales grow! Forms are smoothly finished 


in flesh-colored enamel and are furnished with metab 


Kis 


bases. 


HECHT FIXTURE CO. 


315 W. QUINCY 


CHICAGO, ILLINOIS 














Giant Full-Color 
Transparencies 


Reproduced from your original 
Kodachromes or Ektachromes 
and faithfully enlarged to any 
size up to 16 feet by 30 feet. 


They’re dramatic! Beautiful! Ideal 
for use in displays and exhibits and for 
decorating walls of show rooms, sales 
offices, lobbies, waiting rooms, etc. 

Finest quality reproduction guaran- 
teed. All materials and processes same 
as those used by Eastman Kodak to 
produce their famous “Coloramas” now 
on display in the “Grand Central” and 
other leading railroad terminals. 

Advertising copy photo-composed 
into picture during enlarging process. 

Write for complete information. 





OTHER SERVICES INCLUDE: 
DYE TRANSFER COLOR PRINTS 
FLEXICHROME COLOR PRINTS 

EKTACOLOR FILM SERVICES 


including photo-composing 


COLOR FILM DUPLICATING 


sizes from 35 mm to 24” x 24” 


DAVID DEAN COLOR LABORATORIES, INC. 


310 North Avenue 


New Rochelle, N. Y. 


Telephone 6-2214 








You Need 


New 3rd dimensional-type 
Barron molded styrene plastic 
letters and numerals combine 
high readability and colorful 
sales appeal. Quickly and easily 
affixed to Plexiglas, Lucite, 
glass, metal, wood or cardboard. 
5 sizes—4 colors! For complete 
details, write today for FREE 
illustrated booklet No. 236-C 
and samples. 


STYRENE LETTERS 


J. E. BARRON & ASSOCIATES 
110 Power Bidg. © Cincinnati 2, Ohio 


Sign it with 


| through the 


| were painted dead white. The 


| black 

| letters 
|} words. In the 
| window was 


| top, bread 
|} saucer on the 
| was provided by 
| into the string “W” 
| these roses were changed twice a day. The 


| was a 











When in New York 
Visit 
“The House of Naturals” 


for 


TROPICAL 
EASTER 
sPRING 


and 


SUMMER 
Items 


ARTS aucFLOWERS™ 


DISPLAYS, INC, 


Manufacturers @ Importers @ Creotors 
43 W. 56th St., near 5th Ave. 
New York City 19, N. Y. 


*U. S. Reg. Trade Mark. 
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creative manner in which it 


presents merchandise.’ 


Following is the detailed description of 


| the displays pictured with this article. 


For a “Traditional” pattern in dinnerware 
by Wedgwood the floor, ceiling and walls 
large “W” 
and “T” tacked on the back wall were of 
string, while 6-inch black plaster 
spelled out the remainder of the 
mathematical center of the 
a white pillar with the simple 
“Traditional” dinner and salad plates on 
-and-butter plate, teacup and 
floor. The only color relief 
fresh red roses fastened 
and tied to the pillar; 


window was designed to appeal to those 
wanting clean simplicity, whether their 
homes modern or period. Also this 
item given a great deal of 
Wedgwood name and the 


were 
“price” 
prestige by the 
window design. 

Pale blue walls 


and floor were used for 
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the display of ivory cuff links priced from 
$60 to $105 per pair. Natural finish pickled 
wood planks gave contrast to the men’s 
shirt sleeves of bright ribbon. A  child’s 
baseball bat and a regulation size baseball 
were used. This window was directed at 
women and therefore was kept light and 
gay in feeling. 

Pictured next is a display for 
sterling silver flatware. Walls were in a 
pure ultramarine blue, with white iron 
pieces fastened to the back wall to create 
the effect of a French curve. The ceiling 
was white. Terra cotta tiles painted white 
and filled in with yellow ochre ground cork 
covered the floor. The cylinders were blue, 
each showing one piece from the “Contour” 
place setting, and the one square box show- 
ing the complete place setting. Fine white 
silk thread fastened from the tops of the 
cylinders was pulled taut to the back wall 
on various points of the French curve. The 
merchandise is a modern design flatware 
and the purpose of the window design was 
to emphasize the graceful contour of the 


“Contour” 








A waive OF BALTIMORE , FRANK 
STARTED IN THE DISPLAY DEPARTMENT AT 








HOBBY WHEN HIS FIAST 
GRANDCHILD IS BOAN 
THIS SPRING. 


SALES REPRESENTATIVE - BALTIMORE DISPLAY, INC.- BALTIMORE, MD. 


7 YEARS 
COMPANY PRECEDED smoren 
7 YEARS WITH HECHT BROS. 
BECAME DISPLAY MANAGER 
AT MAYERS DEPARTMENT STORE, 
BALTIMORE, IN 1942, LATER . 
HEADING DISPLAY FOR WYMANS, 
INC. IN 1948 HE BECAME 
ASSOCIATED WITH BALTIMORE 
DISPLAY, INC. HAS BEEN VERY 
ACTIVE IN THE WORK OF THE 
.¢ BALTIMORE DISPLAY GUILD. 


ier Gy 

Hoppies: FISHING IN 

CHESAPEAKE BAY AND 
IMPROVING HIS GOLF GAME. 
EXPECTS TO ADD A NEW 
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pattern, since the pattern had already been 
highly publicized from the functional de- | 


sign standpoint. | ®s J 9 
Walls of chrome yellow were used for a | ea ng ig @e @Fr > 


gallery exhibition of original drawings by 
Paul Klee. The floor was covered with 
black felt. A photostat of a Klee drawing, | 
enlarged six times, hung by white string so | 
that the string became a part of the design. | 
A small bit of abstract wire sculpture was 
painted black and a 3-inch plaster “K” | 
painted red was fastened to the back wall. 
The white pole in the foreground hung from | 
the ceiling about 10 inches off the floor. 
Black string was wrapped around the pole. | 
“This was a prestige show,” explains Ray- 
naud, “and we wanted to stop collectors | 
of fine drawings. The window was kept | 
very light and airy to reflect the quality of | 
delicate drawing. The wire sculpture, string | 
around the pole, and the string holding the | 
photostat of the drawing were used to point | 


out the linear quality of the drawing.” V/, ° S. MANNE UIN WIGS 
“Najeeb” plastic salad bowls and servers CUu- 


were displayed against black side walls and 
with the back wall covered with natural | Mea 1 
brick paper. Terra cotta tiles painted black No surements Needed . 
covered _the floor, set in ground natural | They're superior in quality and style. AND they're designed with a 
cork sprinkled with gold mica. The window enediel talitias tines edd enemas onal oak nest WE 
pane hung from the ceiling at an angle gave | P : ; gly on most any head. rder 
a skylight effect; it was covered with heavy | today. You'll be right! 

translucent paper. A large piece of high | = 
altitude “driftwood” was placed on _ the = ew 1952 hair style circular shows 
floor beyond the window pane. Merchan- 1952 STYLE e the ee styles — including the 
dise was placed on 6-inch glass cylinders CIRCULAR AVAILABLE et weg poodle cut. Use coupon 
to obtain a floating appearance. The bowls 

were of clear plastic with golden flecks sus- 
pended therein. They were price items and ALSO—A Complete } Anything fixed from a broken 
the appeal was to give the bowls a quality Service for ( hand to complete repair and re- 


and an elegance in a low price bracket. It 

ona Manneguin Refinishing 
For a hostess apron display a chartreuse 

background was used and the floor was 

covered with sawdust. The black line draw- HERZBERG-ROBBIN 8, IN Cc. 

ing on the back wall was picked up from a . 

design on one of the aprons. A clothesline 457 WEST BROADWAY 9 NEW YORK 2 9 Nat. 


running from the back to the front of the 


window was painted turquoise, and the se SS Se ee ee 


finishing of the mannequin. 














clothespins were vari-colored. A_ white 
rattan spiral figuré was mounted off-center 
on a turntable, revolving in a circle to tie | 
in with the copy line: “Go ’round your | 
home in one of these gay new aprons.” | 
This display was designed with eye-catch- | 
ing movement and bright colors to sell to 


Gentlemen: 
Please send me your latest wig-style and mannequin repair circular. 


LS eee karte et ocean eee 
Address —— 
City 


Attention ——____________ - ae : 1 


men as well as to women. 
The final illustration is of a display 


publicizing two simultaneous gallery shows: | Fa Se es ss ol 
“Sketches for a Ballet” and “The Dance 
in Sculpture.” The background and floor | 


were in pure scarlet, and the “theatre wing” | 
in black. The water color drawing was | Ue: 3Ee FOR a ICTURES 
flush with the window glass. In the back- oO P P oO R dy U N I A Y Suitable for framing, labels, plaques, 


ground the sculpture was a golden bronze. tip ons for display and advertising. 
“Hot” lighting was used. The window was Sizes Up to 22" x 28" 
designed to attract those with a theatrical | E Xx C H A N G E | JOSEPH HOOVER & SONS CO. 
interest. | |1270 Broadway New York City | 
silslalisalgastiar ss | | For any WANT AD purpose: 
Wilbur Wood Joins POSITION WANTED 
PRI 

Baldwin's, Richmond POSITION VACANT cE CARD HOLDERS 

Formerly with Southern Department USED DISPLAY EQUIPMENT Wnt be ee 
Stores, and more recently with Baltimore FOR SALE | 
Display Industry, Baltimore, Wilbur N. | REPRESENTATIVES WANTED = 
Wood, Jr., has joined H. V. Baldwin & Co., e | Write for Illustrated Price List 
Richmond, as display manager. Wood also | $4.00 Per Column Inch Rudolf Orthwine Corp. 
announces that he recently became the | CASH WITH ORDER | 418 W. 33rd St., New York 1 


father of a new son. 
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Life-Size Figure 
Displays Bourbon 

A life-size figure of a package store sales- 
man equipped with a hand-truck loaded 
high with cases of “Old Hickory” bourbon 
is being used effectively as a display by 
Old Hickory Distilling Corporation, Phila- 
delphia. The truck holds four cardboard 
reproductions, in three dimensions, of liquor 
cases. 

The same display has a “twin” which is 
also a very practical demonstrator. It con- 
sists of the man’s figure and the truck han- 
dles, and is used when the liquor store 
dealer wants to display four actual cases 
rather than the imitations. Old Hickory 
also provides a miniature three-dimensional 
reproduction of the big floor stand; it is 
supplied with a die-cut bottle that can be 
Sctorans of foraian + jgean replaced with a real container if desired. 

of the United States [he various display pieces were produced 

by Einson-Freeman, Long Island City, N.Y. 
—This is the official poster for this year's <oess ee eee 

‘Buddy Poppy" appeal of the Veterans of New Misses Mannequins 

Foreign Wars— Ready At DiCarlo & Lukins 

Robert Lukins, president of DiCarlo & 

a Lukins, 132 West 31st street, New York 

Spohrs, Buffalo, City 1, makes known the completion of a 

; new group of misses mannequins. All are 

~Names Greanoff sculptured for the garments of the 1952 

| Spohrs Department Store, Buffalo, has spring season, and are finished in the firm’s 

?named Frederick Greanoff, Jr. to the posi- “Skin-Tex,” a natural flesh tone. Each 

ition of display manager. He had been first figure will take millinery, gloves and shoes, 

hassistant at Hens & Kelly, of the same and the group’s new coiffures include the 





city. William McEachnie resigned recently “poodle” hair-do. 3rochures illustrating 
as Spohrs’ display head in order to retire. the new figures, as well as others in the 
}He will make his home in Florida firm’s line, will be sent on request. 





GUIDE 


ADLER-JONES COMPANY 
Display Designers and 
Manufacturers 
521 S. Wabash Ave. HArrison 719624 





BELL INDUSTRIES, INC. 
Styrofoam Novelties 
1809 N. Ashland Ave. ARmitage 6-318! 





BOTANICAL DECORATIVE SUPPLY 
Artificial Flowers and 
Foliage 
222 W. Monroe St. RAndolph 6-3144 











edition) 





—Antique gold-veined mirror, used structurally, lends great elegance to the dress salon of 
Milgrim's Gown Shop, Cleveland. The room, done by Architect Peter Copeland, of New York, 
is a luxurious, modernized version of Empire. It combines soft pastel shades with accents of 


rose and green, and gold touches. The abstract landscape mural on one wall is reflected 

across the room in mirrored panels. When fashion shows are staged, the antique mirror 

serves as background to reflect the bright costumes shown. (Photograph by courtesy of 
the Abbott Glass Company, New York City.) — 








COOK & MEIER, INC. 
Artificial Flowers and 
Set Pieces 
159 N. Michigan Ave. ANdover 3-2662 


THE FIXTURE MART, INC. 
Mannequins, Display Fixtures, 
Show Cases 
314 W. Jackson Blvd. DEarborn 2-6779 


THE HECHT FIXTURE COMPANY 
BEAU MONDE Mannequins, Korrect-Way 
Display Fixtures, Racks, Showcases, 
Plastic Displays. 

315 W. Quincy St. Ranklin 2-7885 











THE MORGAN CO. 
Sign Printing Machines 
3984 Avondale Ave. SPring 7-881) 





NESBIT INDUSTRIES, INC. 
Styrofoam Novelties 
1823 Milwaukee Ave. ARmitage 6-3626 





SHOWCARD MACHINE CO. 
Sign Machines 
1196 Merchandise Mart WhHitehall 4-3829 





SILVESTRI ART MFG. CO. 
Display Promotions and 
Decorations 
1147 W. Ohio St. MOnroe 6-1906 





SPANJER BROS. 
Display Letters 
1160 N. Howe St. MOhawk 4-2900 





W. L. STENSGAARD & ASSOC., INC. 
Display Promotions and 
Decorations 
346 N. Justine St. MOnroe 6-0418 
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you re working 
..... foo hard 


IF YOU'RE NOT USING 


DUD FAST 


“ONE HAND DOES IT" 


TACKERS 


THE GUN TACKER 


For General Display Work. 
Drives 4”, 5/16” and %” staples. 


THE HAMMER TACKER 
For Heavy Duty Tacking Work. 
Models to drive staples up to 9/16”. 


Duo-Fast gives you the unusual com- 
bination of top quality tackers com- 
bined with lowest prices. 

All Duo-Fast users also get the benefit 
of the famous Duo-Fast Free Service 
Guarantee. 

38 sales and service offices in principal 
cities. For complete information write 
to: 


FASTENER CORP. 
858 FLETCHER ST. 
CHICAGO 14, ILL. 











STUDY 
WINDOW DISPLAY 
AT HOME 


Easy Home Study course showing 

how to do every phase of window 

display work. Merchants, display 

men, women and beginners will 

find this course the finest of its 

kind. School founded in 1905. 
Employers: Free to you— 
Names of our Graduates. 

Write for literature. 


THE KOESTER SCHOOL 


3710-12 N.Cicero Ave., Chicago 41, Ill. 


DES PLAY. VEORE DO 
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Should The Manufacturer 
Help Pay For Display? 


By W. J. CADDELLE, 
Display Director, Allied Stores Corporation, New York City 


| 


| costs. 


y 








PLEASE MENTION DISPLAY WORLD e 
WHEN WRITING ADVERTISERS e@ 


HE subject of window display for 
fi" part is paid by the manufacturer 
of the product involved is a provoca- 
tive one. Methods of arriving at paid 
space costs seem to be one of the problems. 
Much been written pro and con on 
the subject. One writer admits that win- 
dow display will create immediate sales, but 
questions its value for registration an 
item on a long range plan. That is rather 
ambiguous. What retailer is not interested 
in ways and means to stimulate immediate 
And by what comparison to other 
forms of sales promotion media can he 
prove that window display is not productive 
in a long range program? 

To argue pro and con as to the merit 
of this idea without weighing both the 
apparent advantages and disadvantages is 
unfair to the manufacturer and the store 
alike 

The points advanced as to the plan not 
being practical or profitable to the manu- 
facturer run along these lines: 

1. There is no way to determine space 
Unlike newspaper space, which has 
set rates, the costs for product exploitation 
“blind” cost and 


has 


of 


sales? 


via window display is a 
can not be determined. 

2. There is no way to evaluate its bene- 
fit, way to determine 
that can be attributed to this effort. 

3. No precedent has been set that can be 
used; as a guide. If extended to all stores, 
regardless of size, it could prove unprofita- 
bly costly. 

4. To pay or partly pay for retail displays 
would increase sales promotion costs of the 
item and with today’s competitive market 
and operating there is no 
margin for absorption of these costs. 

The above represent the average reasons 

the negative side of the sub- 
are and sound conclu- 

are readily understandable in 
substantial sales performance 
proving contrary. 

not factual reasons 
for resistance, if we to presume the 
manufacturer is interested in the following: 
increase of sales. 
registration of his 


no increased sales 


increased costs 


advanced on 
They 
They 


any 


ject logical 
sions 

lieu of 
or 


results tests 


They are necessarily 


are 


1. Immediate 

2. Dominant 
a broad basis. 

3. A real means to back up his national 
advertising at the local level. 

No doubt if manufacturers 
teed increases to offset costs, 
would resistance. But how 
mine Is the for a 
display worth $5 per $50, 
And what location? window? 
which cities ? 

A full page manufacturer-paid advertise- 
ment for a store not guarantee that 
sales will increase by a certain percentage 
bad timing or some unfore- 


item on 


guaran- 
there 
deter- 

window 
or $300? 
In 


were 
sales 
be no 
space 
day, 


What 


costs: 


does 


Poor weather, 


seen condition may reduce the potential to 
a complete loss. At least with part-paid 
window display there is the opportunity for 
a more sustained registration of the item 
and the possibility of some salvage. There 
is the possibility of repeating the window 
display at a later date without additional 
costs if certain factors defeat its initial 
entrance. A window display can always 
be stored and re-used at a more favorable 
date and at nominal 

With many other forms of sales promo- 
tion, once committed to space use there 
can be no salvage, no second chance with- 
out paying for the whole thing again. 

The important phase of planning and con- 
sidering manufacturer participation in win- 
dow display costs should start with the 
commitment for the merchandise itself. It 
should not be treated as an after-thought, 
as a gimmick to be added later, loosely 
supervised and then neglected. It must 
be a vital program giving benefit to both 
the manufacturer and the store. 

Let's look at a hypothetical case: 

1. John Doe, manufacturer of blouses, 
sells Jim Jones $12,000 worth of his mer- 
chandise per year. 

2. Jim Jones decides to install a window 
display and help John Doe more 
blouses — and also to help Jim Jones. With 
this additional effort Jim Jones sells $20,000 
For that addi- 

both share 
share in its 


cost. 


sell 


worth of blouses per year. 
tional $8,000 of volume, since 
in the increase, both should 
costs. 

Where to start: If a manufacturer would 
offer a plan, a plan that has mutual poten- 
tial benefit, most stores would be eager to 
cooperate and contribute informative data 
for the manufacturer's benefit in the fol- 
lowing manner: 

i ap check of the item would be 
made during a period prior to putting in 
the window display. 

2. A check of the item would be 
made during the period of the display. 

3. A check of the item would 
made during a period following the display 
to establish the continuing Such a 
joint effort by the store and the manufac- 
turer would serve for the 
manufacturer. 

1. It would supply useful data for his 
selling program to other accounts, and 
provide his firm with a sound merchandise 
research department at little cost. 

2. Provide a laboratory to gauge 
ceptance to his product. 

3. Register his item on a broad basis. 
Not as a picture, not merely copy, but the 
actual item in full color and dimension. 
Register his item at the only time when he 
all three factors necessary 

sale the customer, the 
No other form of 


sales 


sales 
sales be 
sales 


several purposes 


ac- 


has together 
to complete. a 
money and the product. 
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sales promotion media has so much to offer 


at so little cost 

In summary, display managers and de- 
partment stores are not expecting manu- 
facturers to subsidize their display ex- 
pense. It is the writer's conviction that the 
increased sales and increased cost of these 
sales can and should be a joint responsibili- 
ty. By virtue of what effective window 
display will produce, and proof positive 
of that potential, it is entitled to the same 
considerations given to other forms of sales 
promotion media. It will stand on its per- 
formance and be judged accordingly. 

For the manufacturer who is interested 
in increased sales, this could be the 
formula: 

1. Start with one store. Work with one 
display manager 

2. Work with this store and test this 
medium 

Aiter a reasonable amount of time 
evaluate the effort against the tangible 
results. Then form a window display pro- 
gram from these results. 

Window display of the manufacturer's 
products means exposing his goods to traf 
fic. Traffic means nothing unless some 
thing is done to motivate sales. 

Cooperative window display advertising 
can do something about that traffic. It is 
productive. It is imaginative planning. 
It is a step in the direction of extra sales 
Can the manufacturer afford to pass up 
these opportunities when they can be had 
for so little? 


Raised Letter Plastic Sign 
Developed For Stores 


Under the trade name ‘“Plasti-Sign,” 
Specialties Distributors, 28 East Jackson 
boulevard, Chicago 4, is offering to retail 
stores a new type of departmental identi- 
fication sign featuring raised plastic letters 
permanently affixed to a translucent white 
or opaque black plastic background. 

The individual letters are 2 inches high 
and 3% inches thick and each sign is cus- 
tom made for specific purposes in the 
buyer’s choice of red, green, blue or yellow 
letters on either the black or white back- 
ground. 

The sign is claimed to be unbreakable, 
non-fading, non-corroding and non-warp- 
ing. The manufacturer guarantees that the 
letters will not come loose from the back- 
ground and that both background and let 
ters will not chip or crack. 

Schneider Takes Over 
At Spokane Store 

Howard Schneider is now display di- 
rector of The Crescent, Spokane depart- 
ment store. He succeeds Del Le Sage, who 
resigned a short time ago. Schneider for 
the past 16 years was with Frederick & 
Nelson, Seattle, where he was in charge of 
window display. 


Marc Bieler Wins 
Local Award 

A gold medal awarded by the Art Di- 
rectors Club of Philadelphia for the best 
millinery window displays among 13 local 
stores has been won by Marc Bieler, Bon- 
wit Teller. 


DiSsPtayY- WORLD 


It’s new! It’s got everything! 


AMPLEX 
FOCALITE 


the All-Angle Spotlight 


HERE'S THE ANSWER to the display man’g prayer. 
This new Amplex Focalite Spot is a veritable “handy 
Andy” for use in window displays, show cases, shadow 
boxes and endless other highlighting jobs. It is instantly 
adjustable to any angle and maintains its focused position. 


Amplex Focalite is made of aluminum with a perma- 
nent satin finish ... uses Par 38 Spot, Flood or Colorbeam 
Reflector Lamps. Flocked tripod base will not scratch. 


Order Amplex Focalites ...and other Amplex specialty 
lighting products... from your wholesaler. And write us 
for the whole story on today’s fastest-growing line. 
Amplex Corporation, Dept. B-3,111 Water St., Brooklyn 
1, New York. 





W 


Reflector 
Spots and Floods 


Y 


Colorbeam 
Reflector Lamps 


“Hi-Hat” Recessed 
Fixtures 


Swivelite 
Fixtures 








PLE 


Sealed-Beam Reflector Lamps, Colorb 





, Industrial 





Infra-Red Heat Lamps, Vibration nay Rough "Sovvies agg paw Lighting Lamps, 
| Tubes 





Traffic Signal Lamps, 


isplay Accessories. 











DISPLAYS 


10 


lhe Complete 


QUALITY 


line of 


PLASTIC 
DISPLAY FIXTURES 


Over 500 Stock Units 


LUSTRA-CITE 
INDUSTRIES, INC. 


249 W. 34th St., New York City 1 














A NEW 


MARBALIA 


BOOK IS NOW READY! 


It contains samples of two 
hundred numbers. 


WRITE IN FOR YOUR COPY 
TODAY 


Somples also available of our com- 
plete line of decorative papers and 
coordinated fabrics, including: 


e TORTOISE SHELL 
e PYTHON 

e ZEBRA 

e LACE EFFECT 

e WOOD EXOTIC 





| and 15 feet high. 


} use, 
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Fluorescent Colors 
Catch Customers 


By HARRY LOCKLIN, 
Radiant Color Company, Oakland 


LUORESCENT colors offer terrific 
F impact possibilities for catching cus- 
tomer attention and present a 
powerful stimulant to the displayman’s cre- 
ative ingenuity at least displays in the 
Kast Bay area of San Francisco so indicate. 
C. A. “Larry” Lehrmann, display man- 
ager of Smith’s, Oakland, has successfully 
pioneered in the field of fluorescent color 
with both mammoth displays and small 
price tags. For the store’s 66th anniversary 
sale he directed the creation of a banner 35 
feet high and 14 feet wide which was hung 
from the roof and reached nearly to the 
marquee above the entrance. The message 
was sprayed on with fluorescent cerise and 
the background brushed on in navy blue. 
Interior and point-of-sale tie-ins were hand- 
lettered in both cerise and chartreuse fluo- 
rescent colors on a deep gray background. 
Smith's Hayward used similar dis- 
plays, the main banner being 30 feet long 
After a month’s exterior 
still retained their full 


also 


store 


these banners 


| color intensity. 


Mr. Lehrmann’s enthusiasm for fluorescent 


colors has increased with their use and has 


resulted in many extremely successful dis- 
plays. One unusually beautiful display 
featured the use of black light with fluor- 
A moulded sun, sporting a 
suspended in the 


escent colors. 


jovial countenance, was 


cr 
la 
r 





upper right-hand corner of the window, 
where it shone on a display of beachwear. 
The was highlighted with fluorescent 
red-orange. Behind the beachwear was a 
huge relief map of the state of California, 
outlined in fluorescent chartreuse, with well 
known resorts highlighted with fluorescent 
colors. The floor and back of the window were 
solid black. Iluminated with black light, this 
display effective that few of even 
the most blase passersby could refrain from 
pausing before the window. Mr. Lehrmann’s 
results in eye appeal and attraction of cus- 
tomers have drawn many favorable com- 
ments and innumerable inquiries from with- 
in the profession. He is of the opinion 
that the best results are to be obtained 
by the use of fluorescent color in combina- 
tion with another medium, thus gaining 
the benefit of the high key color accent. 
Fluorescent colors are activated by invisi- 
ble ultra-violet rays, causing them to glow 
in the presence of daylight, artificial light 
or ultra-violet black light with an effect 
aptly termed “dramatic luminescence.” As 
a result, they lend themselves to the crea- 
tion of special effects, such as sunrises and 
sunsets, moonlight, lightning bolts, night 
scenes, jewel-like radiance and so on. 
Additional fluorescent products, plus new 
color stability, 
have greatly in- 


sun 


was so 


developments in speed of 


drying, and ease of use 


—"'l know it must feel wonderful, Gregory, but . . .” 
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creased the possibilities of the medium. 
Fluorescent colors are now produced in a 
variety of forms that include papers, vary- 
ing weights of cardboards, fluid colors 
for brushing and spraying, silk screening 
colors and fluorescent reacting papers. 

Fluorescent color is a natural for co- 
ordinating the various phases of a promo- 
tion. Advertising departments have used car 
cards, posters and mailing pieces all done 
in fluorescent color to tie in with the all- 
important point-of-sale displays. Packag- 
ing and wrapping can now be included in 
the unified fluorescent program. Three 
products for this use are now available: 
Fluorescent cardboards for boxes and car- 
tons, a new box cover or wrapping paper, 
and silk screen colors. Fluorescent pack- 
ages, massed, used as a line, or even singly 
make extremely effective displays. Blum’s, 
of San Francisco, with its “Shocking Stock- 
ing” box was one of the first to use fluor- 
escence for packaging and found it had high 
display value in windows and on _ the 
counter. 

Smaller stores with limited display space 
and facilities have discovered the fluorescent 
medium to be a great asset. Because fluor- 
escent color is activated by ordinary day- 
light or artificial light, it reduces the need 
for spots or floods, thus saving space and 
reducing expense. Furthermore, bold letters 
a foot high are no longer needed. Tasteful, 
even delicate letters, done in fluorescent 
color stop customers. 


Stores both large and small at first tried 
fluorescence cautiously. Now customers, 
says Dick Merrill, whose Oakland staff 
prepares displays for stores and theatres, 
call for fluorescent colors again and again. 
Some theatres want nothing else. 

Early uses of fluorescent color in displays 
were quite naturally simple and_ relied 
heavily on the color impact alone for cus- 
tomer attention. Rapid developments in the 
quality and workability of fluorescent color 
and its availability in an increasing variety 
of forms have 
vance with great strides. 


Astute display- 


men, aware of the potential of fluorescent | 


color, have been quick to adopt its use. 
They can be expected to exert a great 


influence on its future progress and develop- | 


ment. 


Johannesburg Displayman 
Visiting The States 
H. Edel, display 
mans Stores, Ltd., Johannesburg, South 
Africa, is spending March and the first 
part of April in New York City, “The pur- 
pose of my visit,” he says, “is to study 
the latest trends in store layouts, display 
fixtures, and fittings for our new stores at 
present being built. I need hardly say that 
I am looking forward very much to seeing 
your wonderful country and the world’s 
most beautiful displays. After the States 
I shall visit the Continent. This will be a 
great opportunity for me to enrich my 
knowledge and get new impressions which 
I need after living for the past 16 years 

in South Africa.” 

Edel’s address in New York City is in 
care of Greatermans Buying & Shipping 
Corporation, Ltd., 54 West 34th street. 





caused the medium to ad- | 
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$48-STREAMER, 6 IN. x 48 IN. 
GLISTENING TAN FOIL SILK SCREEN 
PROCESSED WHITE, DARK S5ROWN, 
GREEN. 

GACH - + - - 


— 


$205 - REMEMBER FATHER 


PANEL, 36 IN. x 48 IN. 
FLAT SURFACE, CORRUGATED BACK 
ACTIVATE FATHER’S DAY GitT SALES 
WITH THIS APPEALING PANEL. WHITE 
REYBOARD PROCESSED BROWN, TAN, 
RED, BLUE, GREY, DEEP GREEN AND 
BLACK. 

EACH - - $4.35 


$1.40 


THERES’ A Rey uvs 





director for Greater- 


Sa 
THE REYBURN MANUFACTURING CO., INC. 


FACTORIES 


PHILADELPHIA 32, PA 


$204- REMEMBER MOTHER 

PANEL, 36 IN. x 48 IN. 
FLAT SURFACE, CORRUGATED BACK 
USE THIS VERY EFFECTIVE PANEL TO 
PROMOTE MOTHER'S DAY GIFT SALES. 
WHITE REYBOARD SILK SCREEN PRO- 
CESSED PINK, MAGENTA, YELLOW, FLESH, 
SHADES OF PALE BLUE, DEEP GREEN, 
LIGHT GREEN. 

EACH - - - - $435 


a 


$47-STREAMER, 6 IN. x 48 IN. 


GLEAMING JADE GREEN FOIL SILK 
SCREEN PROCESSED WHITE, PINK, SPRING 
GREEN. 


DISPLAY MATERIALS SUPPLIER NEAR YOU: 
DEPEND ON HIM FOR PROMPT, HELPFUL SERVICE. 


ROYERSFORD, PA 








BASE-METAL, PUFFING FOIL 
AND FOIL PAPERS 


2 Ft., 50 Ft. and 100 Ft. rolls. Also in Reams 
for immediate delivery. 


R. A. OHLHORST 


454 Breome Street New York City 13 











USE THE 
Opportunity Exchange 


For any WANT AD purpose: 

POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 
$4.00 Per Column Inch— CASH WITH ORDER 





=ROCKET EXPRESS SYSTEMS= 








MONO-RA L TRAINS 


THIS “SPACE SHIP” RIDES CHILDREN 
OVER YOUR TOY DEPARTMENT. SAVES 
FLOOR SPACE. PAYS FOR ITSELF TOO! 


LIMITED NUMBER OF INSTALLATIONS 
AVAILABLE FOR 1%2. WRITE NOW TO 


CLINTON B. CLARK 


179 N. LOMBARD OAK PARK, ILL. 














@ WHEN WRITING ADVERTISERS PLEASE MENTION DISPLAY WORLD e 
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ORDER YOUR FO 


LDING WOOD RACKS 








A TODAY! 





KORRECT-WAY's Fold-X wood racks 
are made of straight grained oak 
with modern frosted oak finish. 
54” high rack for displaying wom- 
en's and men's suits, skirts, blouses, 
sportswear, and children's garments. 
63” high rack for dresses. All four 
style racks are equipped with fittings 
for two card holders. 


54” HANGING RAIL 


MELVIN S. 





181 PRYOR ST. S. W. 


No. WS143B—54” HIGH RACK with 
54” HANGING RAIL (illustrated) $49.50 


No. WS143A—54” HIGH RACK with 
72” EXTENDED HANGING RAIL 
No. WS142A—63” HIGH RACK with 
72” EXTENDED HANGING RAIL 
No. WS142B—63” HIGH RACK with 


Prepare for spring business now. 
Sell more garments from these 
modern racks. They accent the 
quality and price of your mer- 
chandise. 


FOLDS FOR SHIPPING @ FOLDS FOR 
STORAGE @ FOLDS FOR EASY HANDLING 
@ HAS EXCLUSIVE KORRECT-WAY 

LOCKING DEVICE,HOLDS RACK IN OPEN 
POSITION @ CHROME-PLATED HANGING 


54.50 
65.00 





ROOS & CO. 


ATLANTA, GEORGIA 











Ne 


Never Too Hot To Handle 


| GIMBALITE 


‘The COOLEST 
SPOT in town for 


TRADE MARK 


Display Spot 


WINDOW DISPLAY, EXHIBITS, CASES, etc. 


An inconspicuous all angle Spotlight which may be 
placed at any angle without adjusting screws . . . 
360° on the Horizontal plane, 230° on the Vertical 
plane . . . wires cannot be twisted or short circuited 
. no Universal Joints. Will not change focus due 
to vibration. 
GIMBALITE WILL 
temperature’ tests prove 
Gimbalite is from 10° to 23° F COOLER than any 
other spot on the market, even after hours of 
burning. Refocused without any discomfort. 
When used in display windows and cases, will not 
distract prospective purchasers’ attention from the 
merchandise. Coated with neutral crackle finish 
. may be painted on the job to blend with the 
display. Uses PAR-38 or R-30 Lamp. Mfd. under 
U. S. Pat. D1234595. 
See Distributor - 


NEVER OVERHEAT. Our 


conclusively that the 


Write Us. 


Alexander ~ Tagg Industries 





— 


DEPT. AB, HATBORO, PA. 
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HELPING DISPLAY SELL GIFTS 

(Continued from page 51] 
the width of the box. Overlap through 
the center enough so that it just fits the 
length of the box. Now place your gift 
inside. If necessary, put a little crushed 
tissue around your gift to keep it from 
rattling. 

No. 2. In wrapping boxes, be sure that 
the paper is the correct size — wide enough 
to go around the length of the box and to 
overlap 1% — extending at each end 
one-half of the depth of the box. Before 
cutting the paper to the size needed, center 
the design of the paper carefully. Place 
the sheet of paper face down on the table 
with the box on it, upside down, if possible. 
(If the box can not be turned upside down, 
arrange the overlap so that it will be cov- 
ered later by the ribbon). Bring the paper 
up over the top, overlapping the edges as 
near the middle possible. Fasten the 
edges with a matching seal or transparent 
tape. 

No. 3. Fold each side of the ends inward, 
making neat creases at the edges. 

No. 4. Bring the bottom flap up and the 
top flap down. To hold the flaps in posi- 
tion, secure them at each end with a match- 
ing seal or tape. 

No. 5. Tie the ribbon, leaving the ends 
long enough to tie on a separate decorative 
The tying may be across the middle. 
diagonal tie most attractive. 
Finally —and this is extremely important 
sure that gift cards are enclosed 
where requested. If your budget can be 
stretched, decorative cards with your store 
name imprinted may be ordered for use on 
the outside of packages. 

It is important that you take into con- 
sideration the amount of sales help in the 
store or department before paper or ribbon 
orders are placed. A store with a minimum 
amount of manpower should not go in for 
highly complicated wrappings. On the 
other hand, the small store can do a good 
the proper packaging. taking 
advantage of dull periods, the retailer can 
be prepared for the rush. Clerks, for ex- 
| ample, can spend spare time cutting papers 
| and ribbons in the required sizes and mak- 


inches 


as 


b« Ww. 


The 


1s 


— be 


3y 


job by 





ing ornamental bows for the various types 
of packages, leaving adequate tying ends 
on each. Then, when the rush commences, 
these can be readily attached to the pack- 
age. A professional tip is the use of wire 
to hold the decorative bow in shape and 
to attach it to the ribbon tying the box. 
There’s no doubt that attractive packag- 
ing can help bring Mr. and Mrs. Customer 
into your store. And the that start 
their Father's Day packaging early will 
have the edge on their competitors when 
the rush begins. If you wish to capture 
your share of this gift trade, your merchan- 
dise must be presented with the right kind 
of package showmanship. To achieve the 
best results the gift wrapping and display 


stores 





departments should work hand-in-glove. 


| Les Dorsey Opens 
| Consultant Office 

Leslie Dorsey has opened his own busi- 
ness as design consultant at 143 East 62nd 
street, New York City; he had been in 
charge of display for Richard Hudnut, Inc., 











for the past several years. 
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|] Piece AIR FORCE AMERICA’S RETAILERS 


“MASTER” Display Kit 12>? U.S. AIR FORCE 
RECRUITING WEEK 


APRIL 19-26 (INCL.) 


Here is your opportunity to assist in recruiting 

much needed personnel for the Air Force. By 

displaying these beautiful color posters and 

ee. materials in your store windows and interiors, 

. : f _F you can join forces and help do this job. 

ncn 0 Sew Oe ET CG eae ae Tie-in with fashion . . . color (Air Force blue 

40" x 90" AIR FORCE PILOT” POSTER —Stratosphere blue, etc.) or institutional pro- 
motions. 


Typical window to be used by Sears-Roebuck & Co. 
during this promotion. 





x 90 PERSONNEL” POSTER 


GIANT SIZE DISPLAY BACKGROUND 


7 ft. x 11 ft., and (1) 30 in. x 90 in. 
Air Force Personnel Poster. 


90° PILOTS INSIGNIA POSTER i " $ 
Also Quantity Prices 1258 


INFORMATION BOOTH 








x 60’ AIR FORCE ‘PILOT’ POSTERS 


U.S. AIR FORCE 


IMPORTANT! 


Brochures available on request. Send 
bt your order now, in order that material 
may be delivered to you on time. 
YEAR 


(2) 15 \ / 
ain toRce “mor Sam ite 27 W. L. STENSGAARD AND ASSOCIATES, INC. 
ue 4 





STREAMER POSTERS 346 NORTH JUSTINE STREET + CHICAGO 7, ILLINOIS 


America's.largest organization Specializing in Merchandise Presentation 





@ CHANGEABLE PINBAK 
e@ SANBAK — GLUE ON 
@ CHANGEABLE TRAKK 


MITTEN 
DISPLAY LETTERS 


2 West 46th St., New York 
or Redlands, California 
Dept. D3 


| could 


| obtain graphically 








@ GENERAL DISPLAY CORPORATION e 


e@ GENERAL DISPLAY CORPORATION 


GENERAL DISPLAY CORPORATION 
For the finest in 


Antificial Folages 
Artificial Flowers 
Artificial Plants 
Display Accessories 


for department stores, 
shops and chain stores. 
to see or call: 


specialty 
Be sure 


Manufaclarers. 


Flowers-Foliage 





GE€N€ARAL 
DISPLAY 


CORPORATION 
1460 WEST FOURTH ST. 


Cincinnati 2, Ohio 


HOME OFFICE - FACTORY 





Visit our beautiful showroom and 
7 story building where our line is 
designed and manufactured. 


GENERAL DISPLAY CORPORATION 


© NOILVYOdYOD AVIdSIG 1V¥INIO 


® NOILVYOdIOD AVIdSIG IV¥INID 
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DISPLAY SPACE CAN BE ELASTIC 
(Continued from page 40] 


| ly like a regiment of soldiers than a group 


of lamps. It was also clear that if again, 

the usual manner, we used a uniform 
background it would only highlight the 
rigid soldier appearance because of the 
common denominator of the lamps — the 
light. 

To follow the usual pattern, therefore, 
and in addition to include furniture objects, 
easily turn active merchandise into 


| dead inventory 


Therefore I set myself the following 
tasks : 

To separate lamp from another 
by effect rather than some telephone booth 
or cubicle arrangement. 

To show each lamp in its real propor- 
tions, dimensions, color and texture and 
yet have the overall effect of light and 
brightness throughout the showroom. 

To tie up the furniture and accessories 


the lamps in a harmonious arrange- 


one 


with 
ment. 

To achieve lamp separation by effect rath- 
er than walled off spaces we introduced an 
entirely new concept. We created movable 
panels, each differently colored, and set 
them against the neutrality of medium dark 
gray walls. Mounted on wooden slats in 
such a way that they slide from one posi- 
tion to another, or remove completely, they 


| thus allow the greatest flexibility of display 


and answer one of the most pressing visual 


| aid needs in the presentation of lamp de- 


For the first time it is possible to 
visual sight of a lamp 
against a variety of color backgrounds 
which represent a wide range of home color 
schemes. 

The same keynote of mobility was applied 
for the display stands. The cabinets on 


signs. 


| which the lamps stand in silhouette against 


the panel are also movable. Consisting 
actually of separate units they can, how- 
placed end to end to form units 
of any length desired with no visible 
break between them. Each cabinet is shaped 
shallow box with open front, 


ever, be 


as a long 
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supported on metal legs which extend 
above it to support, in their turn, two T- 
rails. Small, movable platforms slide along 
these rails to any desired position. The 
very contour of each cabinet is in itself 
an achievement since it carries out the 
general lines of the space, thus blending 
into the background so as not to distract 
from the things we actually want to show. 

The movability of all props and the 
interchangeability of background and color 
allow each lamp to stand out in clarity 
and in a variety of decor schemes. Yet all 
this goes on against the walls around the 
showroom, thereby taking up the minimum 
space. 

Another innovation we used in order to 
enhance the individuality of display and 
achieve flexibility is a series of rheostats 
which control the lighting of the lamps in 
different sections of the showroom. In this 
way it is possible to visualize a lamp util- 
izing all the various wattages used in a 
home. The same lamp can be controlled 
to range from the merest suggestion of 
light to a full-bloom brightness. A buyer 
can easily whether a particular lamp 
she selects meets the particular lighting 
need she requires for her purpose. 

Since we put the emphasis of movement, 
texture and dimension on the merchandise 
itself, we put the emphasis of quiet on 
everything else. 

The neutral gray 


see 


background color of 
the walls and ceiling extends throughout 
the length of the showroom, resulting in a 
long, unbroken sweep of spaciousness and 
ease. At the same time to avoid any danger 
of static areas we provided accents of 
pleasing contrast. A small office, set in 
the center, is enclosed in natural birch 
partitions and projects into the oblong 
dimensions of the room. Also, floor length 
draperies of natural nubby rayon fabric 
stretch broad windows at both the 
front and rear and are repeated again in 
the center to conceal the fire exit and 
storage space, These become attractive 
notes but do not demand attention. 

Our air conditioning unit, which 


across 


at first 





—A suggestion for a model room or a window display of modern furniture is this setting 
designed by Kim Hoffmann for the National Home Furnishings Show in New York City. The 
igned by 


4 


and Stephen Heidrich, whose articles appear 





furniture, incidentally, was 


4, 
Raimesaty 3 in DISPLAY WORLD— 
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seemed a problem, was finally worked into 
the general scheme of things in both an 
attractive as well as practical manner. We 
assigned it to serve as an area divider, 
somewhat separated from the rest of the 
showroom. Here only are the walls white- 
painted and the space is devoted to the 
Museum of Modern Art Award lamps. It 
gives us the opportunity to set off the 
special features and unusual characteristics 
of the Museum lamps. 

Having accomplished our lamp display 
aims with minimum space, the considerable 
center area remaining is used for our fur- 
niture display. The furniture is arranged 
in simulated room or corner settings, yet 
there is enough air space around each item 
so it can be viewed in three-dimensional 
perspective. Here we combine lamps with 
accessories and furniture. 

The showroom makes no effort to palm 
itself off as anything but a showroom, 
there are no subterfuges of arty decor to 
lure buyers. But neither does it frighten 
anyone away by overwhelming him with a 
bargain counter monstrosity or the prov- 
erbial furniture store look. The atmosphere 
is warm, congenial, and the feeling un- 
cluttered. 

The lesson, I repeat, is that a showroom 
or any display area is what you put into 
it, not what its dimensions are. 


LET'S LOOK AT INTERIORS 
[Continued from page 35) 


an inclined pane of glass. The rest of the 
stocking is draped over a large glass tube 
to demonstrate both its sheerness and to 
enable customers to feel the material. This 
method of hosiery display prevents the 
necessity of opening every box for customer 
inspection. Hearns-Bronx displays are 
supervised by A. Libery, display director. 

There’s a lot of building going on in 
Long Island. Along with the influx of 
home-owners comes an influx of branch 
stores. Abraham & Straus opened its new 
Hempstead store at the end of February. 
Martin’s, another Brooklyn store, is busily 
getting its branch ready for opening in 
Hempstead in April, One of the smaller, 
though remarkably beautiful, stores doing a 
brisk business in booming Garden City is Op- 
penheim Collins. The interior is a galaxy 
of colors. Distinctive designs, generally 
executed in wood, do an excellent job of 
departmentalization despite the comparatively 
small building which the store occupies. 
Two views of the O/C store are shown with 
this article. In one we see the interesting 
overhead treatment. Large, beveled beams 
form a giant honeycomb pattern. These 
beams are painted in a variety of bright 
colors. They give the store a very modern 
look without making it appear cluttered. 
The rest of the lines, especially in the 
wall and case treatment, are particularly 
simple and devoid of obstruction. 

Blouses and skirts are paired in wall 
racks, with blouses on the upper rod and 
skirts below — an effective way of display- 
ing these natural partners. Highly polished 
woodwork in smooth, elegant lines supports 
the display rods and forms an overhanging 
ledge on which a few items are displayed. 
Diagonal stripes decorate the wallpaper 
overhead for a crisp effect. 
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REMOVABLE CENTER PLATFORM SET 


Something you've always wanted. A beautiful whited 
oak set with recoverable centers for seasonable cover- 
ings. Two sets for the price of one. Centers are 
carefully spaced and attached with metal wing locks. 
Perfect for covering with textured papers or fabrics. 
Each piece equipped with patented Arrow plates and 
interchangeable length legs, allowing unlimited dis- 
play arrangements. Platforms: 48" x 26"; 35'/2"" x 1S"; 
is" x 17". 7—7" legs; 5— 15" legs; 5— 23/4" legs. 
(Centers approximately 2" less than over-all dimen- 
sions) 


FR-60 Packed one set per carton $79.75 


SOLD ONLY THROUGH YOUR FIXTURE DISTRIBUTOR 


OR INQUIRE — ARROW DISPLAY ASSOCIATES — PHILADELPHIA 40, PA, 














"we're so pleased 
with our beau mondes" 


‘Just to let you know how successful our win- 

dows have been with our new Beau Monde Mani- MAR. LEWIS MATTHEWS 
kins. We have never made so many changes of priate eet 
merchandise on manikins in our windows. an 


call or write for complete Beau Monde brochure 


SAMUEL C. DUTCH & SON 


(IRVING GOLDSTEIN and ASSOCIATES) 
487 WASHINGTON ST. * BUFFALO 3, N. Y. 
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\ effectiveness and 


STRETCH your dollars 


Blanks 





50th 


ANNIVERSARY 
1902-1952 
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Veneer Finish Board 
Art Poster Board. 


Makers of superior Display 


. Poster Board... 
and 


& 





crescent \\ 


¢ 7 = s:«11240'N, HOMAN AVE, * CHICAGO 51, ILLINOIS 


Pag 











o exquistle teauly 


a ways Me 


Teyjet Reblen 


INC. 


¢ 95 MADISON AVE., N.Y.C. 


| of ancient 
| panel, draped with pleated white net. In- 
| dicative of the culture of the period and 
| stimulating an 
| value were a tall stone column, two minia- 


|} on a 


| in dress, in 
| showing of 
| the romantic 


| point 


| our 
|} lounge 
| self properly behind boudoir doors. 
| in 1952, 


| in. out, and all about.” 








DISPLAY PAPERS Fancy Printed and Embossed 


Display Papers in a wide variety of Patterns and Colors 
Rolls 26”x25 on request 
FOIL FANS —can be used very effectively for Back- 
grounds in Window and Showcase 
sizes 13°x"13 to 72°x144 

The Muldner Company, Inc. 
397 BRIDGE STREET BROOKLYN 1, N. Y 


Swatches and prices 


Displays 13 colors, 


AUTOMATIC WOOD TURNINGS 
All Types of Finishing 
Dowels and Balls in Stock 


H. ARNOLD WOOD TURNING CO. 
363 Union Avenue, Brooklyn 11, N. Y. 
STagg 2-5693 
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—Above, by John Moss, Marshall Field & Co.— 


CHICAGO DISPLAY. 
[Continued from page 33] 


over-all lighting required to illuminate the 
previous backgrounds of deep green 
Pleats were the subject of a 
five windows at Field’s that recited the 
story of their popularity in bygone eras. 
“Typical in the twinkling 20's”; “Met with 
“Admired by 
armor’; “The Greeks 
had a way with them”; “They were in 
style on the Nile. Today they hold 
was the around 
(last 
on the 


series of 


approval in Victoria's time”; 
knights in shining 


sway 


every way” copy which 
photo- 
Nile” 
influence on 
characteristic figure 
drawn on a_ back 


the scenes were developed 
graph). “They were in style 
reflects the Egyptian 
fashions. A 
Egypt 


early 
modern 
was 


impression of quality and 
ture pyramids and two statues that rested 
sand-covered floor. The Randolph 
and State street window, “Empire elegance 
decor,” brought to a close a 
high fashions borrowed from 
past 

Early in its history Field’s was selling 
lace at $300 a yard and today its 
prestige as a quality store is being referred 
to in such advertising copy as “In 1914 
loungewear was built for the chaise- 
trade and it kept its be-ribboned 
Now 


wear our charcoal denim loungees 


The following displays are not pictured: 

As a masculine counterpart of a feminine 
display for St. Valentine’s Day gifts to 
reach who buy for men, a paper 
sculptured male caricature in black, gray 
and pink was mounted on a panel of pink 
fabric and attached to a natural burlap 
wall at The Fair Store. Men’s pajamas, 
sport jackets and shirts, ties, slacks, shoes, 
suspenders, and toiletries were presented as 
“Gifts after his own heart.” 


women 


was the means by which 
Goldblatt Brothers, presented 
range of small items 


\ shadow-box 
J Soghosse, 


a wide accessory 
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suitable for St. Valentine's Day gifts. Half 
of the box was utilized for a merchandiser 


and the remaining half displayed the copy | 


designating the items as “Heart Throbs 

Valentine Treasures that are Cupid’s 
Arrows to say ‘I love you.” The fanciful 
box was edged with white netting and 
bordered with red satin hearts on a scalloped 
frame. Red plastic hearts were hung by 
red ribbons back of the proscenium as side 
decoration. To gain center height, tinselled 
gold fabric was swagged above the box. 
Boghosse used sage green for the window 
walls of this solo promotion. 


With parking conditions such as_ they 
are in Chicago’s congested Loop, many of 
the big State street stores are seeking 
customers in outlying districts. The newest 
suburban branch of a State street store is 
3askin’s, in Evanston. Like the parent 
store it is decidedly modern with interiors 
of blond birch and wrought iron. This 
decor is continued for its 11 windows, the 
severity being relieved by green growing 
things and contemporary drapery fabrics 
skilfully manipulated by Fred Rude, dis- 
play manager, into displays that reflect the 
store's personality. 


As a tie-in with Vogue's “Americans in 
Fashion” edition Bonwit Teller devoted 
all of its windows to American fashions 
featuring the “Middy look,” “Pale and in- 
teresting,” and “Suit Fashions” as seen in 
Vogue’s 1952 Americana number. 


The display by Paul Jones, display di- 
rector, was simply staged with a decor of 
red, white, and blue. Vertical side panels 
ff ribbons of the three colors were set, 
one forward and one recessed, to silhouette 
4 mannequin wearing a navy blue suit, a 
white hat, and a red umbrella. A _ white 
taboret supported a crystal brandy warmer 
filled with carnations dyed to conform with 
the color scheme 


3onwit Teller’s Chicago store was origi- 
nally designed with open-back windows so 
that from the street a full view of the in- 
terior could be gained. But customers were 
reported to dislike being stared at from 
the street while shopping, and the little 
shops that branch off from the aisles where 
merchandise can be handled were not con- 
<dlucive to browsing under such conditions. 
Removable back panels made of vertical 
slats, adapted to harmonize with window 
decorations as well as interiors, were in- 
stalled partially to close the windows. On 
either side of the glass removable shadow- 
boxes were constructed to allow an ever- 
changing picture of accessory groupings 
suited to the featured merchandise. The 
present windows, open at the sides and top, 
have proved more satisfactory. They do 
not defeat the architect’s plan to create a 
feeling of openness, they confine the view 
from the street to the window, and they 
assure privacy for shoppers 


Hess Display Director 
Visits South America 


Robert Wessner, display director of Hess 
Brothers, Allentown, Pa., was one of a 
group of ten store executives who left 
February 13 for a visit to several South 
American cities. 


CUSPFLEAY WORLDS 


1000 Watt Blower-Cooled Spotlight — 


the star value of the GoldE line. Blower- 
cooled 1000 watt brilliance. Biggest buy 
for the money because of exclusive fea- 
tures including noiseless effective blower 
cooling, sturdy construction, heat-proof 
fresnel lens, non-tip cast iron base. Ad- 
justable beam from flood to 4g 
spot. Non-tarnishing reflector. 

500 watt spot — without 
blower cooling also avail- 
able. 





500 Watt Rotochrome— 


Six beautiful, flowing colors for display 
lighting. Color wheel rotates, compels at- 
tention. A real traffic stopper in windows 
or on displays. Long life lamp for trouble- 
free operation. 





Pipe clamps and ceiling hanging brack- 
ets available. Also diffusers and gelatin 
filter holders for unusual effect. 


Stock and sell outstanding GoldE values 
for display light’ g—no other manufac- 
turer gives you such value-packed, pre- 
cision engineered, long lasting construc- 
tion—the result of more than 25 years of 
know-how! 


For complete information and prices write direct to 


GOLDE MFG. CO. 


Dept. DW, 1220 W. Madison St., Chicago 7, Ill. 








D E EXQUISITE SMALL FLOWERS 
a For Stew Cese and Interior Trims 
roduc display effects impossib i re 
“The cement that grips before it sets” lines of display flowers. ect Mn mre 
Tremendous Varieties in Stock 
THE DECKER CORPORATION 
1222 Montrose Avenue, Philadelphia, Pa. MILTON S. AHRENS, INC. 


Importers — Mfgs. — Exporters 





56 W. 4th STREET NEW YORK i8, N. Y. 








USE THE 
OPPORTUNITY EXCHANGE 
For any WANT AD purpose: 


POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 


REPRESENTATIVES WANTED WOLD AIR BRUSH “*° 


$4.00 Per Column Inch— CASH WITH ORDER 2173 N. CALIFORNIA AVE. CHICAGO 47, ILL. 




















your choice of six models 
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No. FH81~ AUBURN HAIR COLOR 


D for Easter 
Sates Now! 


ORDER A SET OF THESE 
FASHION-RIGHT HEADS TODAY! 


Styled right ,.. Sized right to display the 
newest fashions in hats... Beautifully 
colored by hand in a variety of make- 
ups over soft feminine flesh-tones. 
Heads can be used on uprights if desired. 


$3325 individually packed 


* F.0.B. FACTORY 
eac ST. LOUIS, MO. 


BRUNETTE HAIR COLOR 


ART R. COHEN COMPANY 


810 PENN AVENUE 
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PITTSBURGH, PENNSYLVANIA 





SCROLLS 


fo} ma Lelelem '}.) 3) 


WRITE 
PRICES AND 
PICTURES OF 
OTHER DISPLAYS 


FOR 


3-DIMENSIONAL 
CHIP-PROOF 
RUBBER 


MOLD-CRAFT COMPANY 


3727 No. Palmer, Dept. M, Milwaukee 12, Wisconsin 








K 


& o 
a a 


Motorless 


FLASHERS 
Since 1900 


FORCE ATTENTION 
INCREASE ADVERTISING VALUE 


REZE2ERS 
ELECTRIC COMPANY 


3055 RIVER ROAD RIVER GROVE, ILL. Motor Driven 








} ELECTED as the best entry received 
| S during the month of February in 
DISPLAY WORLD's _ International 
Display Contest, the display pictured above 
has been awarded the monthly gold medal 
for that period. The window is by Guy 
Malloy, display director of Neiman-Marcus, 
Dallas, and tied in with Vogue’s Americana 
issue 

A similar award for the month of January 
went to William Meissner, display director 
of Ohrbach’s, Angeles 

The International Display Contest is now 
in its third year and will continue through 


Los 


—Below is the display with which P. O. Bullard, 

Home Savings Bank, Boston, announced the 

firm's award of a DISPLAY WORLD gold 

the 1951 International Display 
Contest— 


medal in 
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December 15, 1952. As previously an- 
nounced, there are 98 merchandise and 
service classifications in which displays may 
be entered. During 1951 more than 3,200 
entries were received from all parts of the 
globe. 

As in previous years, almost every type of 
merchandise and service is represented in 
the 98 classifications in which entries may 
be made. When the judging is done at the 
conclus‘on of the contest a gold, silver and 
a bronze medal will be awarded for the 
three displays selected as winners in each 
classification. Three points will also be 
awarded for each first place, two for second, 
and one for third. The person who receives 
the greatest number of points in all classi- 
fications will be presented with a handsome 
gold plaque, suitably inscribed. Runner-up 
will receive a similar plaque of silver, and 
one of bronze will be presented for third 
grand prize. 

Last year’s top winner was Harold 
McLaren, display director, The Bon Marche, 
Seattle who thus repeated his win of 1950. 
Tom Comerford, Lit Brothers, Philadelphia, 
received the silver plaque, while Clement 
Kieffer, Jr., The Kleinhans Company, Buf- 
falo, was awarded the bronze plaque. 

Entries may be sent in at any time and 
in any quantity. Those received during a 
given month will be judged for the gold 
medal awarded each 30 days, but such 
awards will not count toward the final 
selections. 

Entry is made by means of a black and 
white photograph, preferably 8 by 10 inches 
in size. Entries must be unmounted. On 
the rear of the photograph must be written 
the name of the displayman, the name of his 
store or other institution, address, and the 
classification in which the display is to be 
entered. (A complete list of the various 
classifications and contest rules will be 
found elsewhere in this issue.) 

Any displayman anywhere in the world 
may enter. It is not necessary to be a sub- 
scriber to DISPLAY WORLD to do so. 
The entire purpose of the contest is to en 
courage better display in all lines, and to 
make some sort of tangible recognition for 
excellence in display. 

Entries should be addressed to Contest 


Editor, DISPLAY WORLD, Cincinnati 1 


Spring, Summer Guide 
Ready For Distribution 

The 
of Adler-Jones Company, 521 South Wabash 
avenue, Chicago 5, is now ready for distri- 


spring and summer Display Guide 


bution. Copies will be sent on request, 
without charge. 

The guide has many display 
on wood and wire displayers, 
flowers, background units, novelties, and the 
like. It is a 28-page book in color and 
includes helpful sketches suggesting com- 
plete display designs. 


ideas based 


settings, 


Chicago Club Postpones 
Monte Carlo Night 

Originally scheduled for March 4, the 
Chicago Display Club’s Monte Carlo night 
has been postponed until March 21. Free 
refreshments and a number of prizes will 
be included in the evening’s entertainment 
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Plan Now to 
Visit Our 
Rooms and Our 
Office Show- 
room during 
the SDA 
St. Louis 
Display 
Conference and 
Market W eek, 
April 6-9th, 
1952 
Hotel Jefferson 
Saint Louis 


Rawlings Uses Peg-Board 
to Show New 1952 Line 


When the Rawlings Manufacturing Company of St. Louis, 


one of 


the nation’s 


leading sporting goods manufacturers, 


exhibited their new 1952 line at the National Sporting Goods 
Association Convention at the Hotel Morrison, Chicago, Janu- 
ary 20-23, 1952, they used Peg-Board and Peg-Board fixtures 














is simple and easy to use. 
easily arranged on the “board” any way you wish 
be changed quickly. 
Nothing to require replacement. 
Peg-Board you can show more merchandise to 
at less cost than with any other panel or wall display fixture. 


of order. 


Look for This Trademark. 
It Identifies Genuine Peg- 
Board. 


Get all the facts. 


almost exclusively. 
types of sporting goods on Peg-Board, Rawlings found Peg- 
Board simple and easy to 
proved highly successful. 


Difficult as it may seem to display certain 


use and the resulting displays 


No matter what merchandise you wish to display, Peg-Board 


Merchandise can be quickly and 
and it can 
Nothing to go out 

Best of all, with 


more people 


No tools required. 


Write for Broadside No. 21-D today. 


—Garrison-Wagner Company 


2018 Washington Avenue 


St. Louis 3, Missouri 








CHROME METAL 
MOLDINGS and FRAMES 


for every disp.ay and 
decorative need 
199 popular designs — durable, 
non-tarnishin 
Write for style 
lobber inquiries invited. 


J 
IRVING BERLIN & CO. 
719 Eighth Avenue @ New York 19, N. Y. 


Toider. 


REAL BUTTERFLIES 
Colorful Bright Assorted Specimens 


Produce display effects with the assistance of nature. 
For that summer and spring effect. 


Write for samples, prices and details 
AMERICAN BUTTERFLY CO. 


Butterfly Importers 


3706 Rosedale Road Baltimore 15, Maryland 














USE THE 
OPPORTUNITY EXCHANGE 
For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 


USED DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 


$4.00 Per Column Inch— CASH WITH ORDER 








e HI-STYLED MANNEQUIN WIGS 
e DOLL WIGS 
© THEATRICAL WIGS 


Specialists in renewing and restyling your old 


Write for information to 
ESTELLE BOBICK MANNEQUIN WIG CO 
964 21st St. TErmine! 2-1822. Son Pedro, Calif 


wigs — Fast service 
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USE THE INTEREST 


AND EYE APPEAL 
OF 


REED and RATTAN 


FOR 
ARRESTING DISPLAY IN 
WINDOWS AND INTERIORS 


Stop in and see us at the Jefferson Hotel in 
St. Louis, April 6, 7, 8, 9, during the Southern 
Display Association's “Display Conference 
and Market Week". We'll be in space No. 29. 


A. LUTZ 


3 West I8th Street ® New York II, N. Y. « CHelsea 2-6264 














Ze 
IME SAVER 
the 


SIGNand 


TWO time-savers for Display and Sign Men 
are the Hansen BLUE-LINE Tacker and the 
Hansen Vest-Kit. Combined, they improve and 
speed up display and sign tacking. 

The Blue-Line Tacker —the latest design — 
is a well-balanced, easy-to-grip unit, with the 
added feature of an easily removable Take-up 
Jaw. This feature improves Tacker perform- 
ance. Provides easier inspection. 


Hansen VEST-KIT fits the vest pocket and 
provides a ready, convenient supply of staples. 
Used in combination with the Hansen Tacker, 
it saves time, steps and staples. INVESTIGATE! 


Request Booklet T-40 


A.L. HANSEN MFG. CO. 


5041 RAVENSWOOD AvE. CHICAGO 40 ILL. 
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LOS ANGELES PARADE 
[Continued from page 37] 


| of sparkling glassware and decorative fig- 


urines added a note of luxury to the dis- 
play. The green and white motif was car- 
ried throughout the entire decoration. 
White lettering, for instance, was used on 


| the large green shamrock. All of the 
| merchandise was a cool white, while the 


dark green rug provided a pleasing con- 
trast. The green of the walls, the rug, 
and the shamrocks furnished an excellent 
background for the snowy linen. 

A distinctive display was that of Vid 
Rosner’s, display director of Lucy’s of 
Hollywood. This was one of a series of 


| eight windows. The caption was “Lucy 


Goes To Ciro’s”, and this theme was dis- 


| played on plain signs near the front of 


each window. In the display shown here, 
dinner dresses and dinner suits in black 
and white were used. 

Most of the props were actual pieces 
from Ciro’s. Tables, menus, glassware and 
lamps were’ those actually used in the 
famous establishment of the Sunset Strip. 
Backgrounds were covered with large blow- 
ups of various Ciro entertainers, such as 
Lily St. Cyr, Martin and Lewis, Danny 
Thomas, Carmen Miranda, and Herman 
D. Hover, the owner of Ciro’s. 

For one window Mr. Hover loaned a 
framed scroll autographed by over a hun- 
dred motion picture and radio stars. This 
scroll came from his personal bar and 


| was placed atop a gold chair, surrounded 
by gold leaves and gold heads. 


The backdrop here was in a rich choco- 
late shade, and the rather short dinner 
gowns of the mannequins were a symphony 


| of beige and gold. Flowers were used as 
| a bodice on one of the figure’s gowns. 


Paul C. Smith, display director of Robin- 
son's, used as a theme, “Navy Blue Suits, 
and Canary Yellow” in a_ recent series. 
Pictured here is an important corner win- 
dow in which several mannequins were 
dressed in plain, smartly cut suits of navy 
blue. In general, they wore canary yellow 
accessories, such as hats, gloves and hand- 
bags. In the center of the window a large 
blue hoop was prominently displayed, with 
a dozen yellow streamers attached tautly 
to the ceiling, walls and floor. The over- 
all effect was somewhat that of a sun- 
burst. Placed in the circle was a most 
distinctively-shaped wire bird cage con- 
taining a yellow bird. A second bird was 
on the circle itself. Draped artistically 
from the bottom of the hoop was a bril- 
liant yellow stole which trailed on the 
floor. On the circle were yellow branches 


| of delicate tracery and more of these 


branches were suspended from the ceiling 
on the other half of this window. Several 
smaller bird-cages were hung by yellow 
streamers from the ceiling. 


| Kleinman Appointed 


By Display Studios 


Formerly vice-president of Forrest In- 


| dustries, I. I. Kleinman has been appointed 


account executive for Display Studios, Inc., 
Long Island City, N. Y. 
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AHO perfo-boa rd 


THE QUALITY PERFORATED HARDBOARD GENUINE TEMPERED DUOLUX MASONITE 


The widely used permanent background and display panel board with perforations 
Modern Attractive Functional 


SPECIFICATIONS " " 
Size — 48" x 96" Thickness of Board—'%" $1 2° PER PANEL—48" x 96". Packed 5 





Hole Spacings—!"'on Centers Material — Tempered Mason- per Carton. $1.50 will be added 
Diameter of Holes—;';" ite, Smooth Two Sides. to orders of less than five panels. 











Perforated Hardboard also available in panels 36" x 48" in hole spacings both 1%" and |" on centers. Board is 
United States Gypsum Company Duron 12-T Hardboard—Smooth 2 Sides 1" thick. 
Panel 36" x 48", Any Quantity $3.95 Each 
Immediate Delivery on all Boards Jobbers' Inquiries Invited 


LADON COMPANY CHICAGO 5S. ILLINO 


process of formation, with Les Janes, na- 
tional display director for Sears, Roebuck 


& Co., Chicago, at its head. 

Charles Brinckley, display manager for ; 5 
the Elgin, IIL, store of Block & Kuhl Com- 
pany, resigned in order to enlist in the AT NEW LOW PRICES 


U. S. Naval Reserves 
-_ e vert ten a. ee 
Hans H. Tarrasch, for many years dis- Direct from the Maker 


s 














MARCH, 1927 
H. D. Nickel, display manager for The tow munaher ‘ ae, Ge, ee 
k . jay manager for Stix, Baer & Fuller, St 
White House, San Francisco, was appointed Louis Mad dedidiaader f . : 26/27" 93 70/72" 2712 
convention director for the annual meeting Ralph W. Adley Nas me AWitttems. Thu 


of the Pacific Coast Association of Display was elected president of the National As SPOT DELIVERY 


— — for July ; ee sociation of Display Industries Other All Display Shades 
. : Springer me > aie bie p 
Jonald Springer, formerly of the  Gficers were: First vice-president, James 


Porter Clothing Company, Birmingham, \y  yeNichols. Bulkley. Dunton & Co Order thru your jobber 





Ce isple anager of the Jackson- 
became display manager of the Jackso second vice-president, Ralph — Behrisch, 


ville, Fla., unit of the chain Decorative Plant Company, Inc.; secretary- MORTIMER B. MANDLE: 
4 

¥. % 

3 


y is « . ETI y 7 his i 
—— di ti wy tea sake 3 rr treasurer, Edgar Rosenthal, Greneker 1270 Broadway New York |, N. 
MORIN, Were NOS OP ortiand, Ure., faa- Studios, Inc. All firms mentioned are of 
delphia, Birmingham, Dayton, Blooming- wey york 


ton, Ill, Seattle, Peoria, IIL, New York 
City, Toledo, Detroit, Salt Lake City, 
Houston, and Youngstown, Ohio. 








City 
Donald D. Kester, who had been with 
the Harry Suffrin store, Detroit, returned USE THE 
; . : to his former position as display managet 
Harvey Flynn, formerly first assistant, ¢,. Rothschild’s, Kansas City OPPORTUNITY 
bec ame display manager of The Emporium, D. E. Cooney was appointed display man 
St. Paul, on the resignation of Dick Meyers. : , 


HF ' ined dietes ager for the Scranton Dry Goods Company, EXCHANGE 
fernamburg was appointed display 


, | Davt D ( f Scranton. 
anag 1 P Ww ay n TV oods P 
sie ng hier nis a a doy ‘ies ; Herschel Allen was appointed display 
Company, Dayton 


; RR tiled th M manager for the West Palm Beach store 
George RK. Russell, formerly with Mar- of Burdine’s, whose main store is in Miami POSITION WANTED POSITION VACANT 
shall Field & Co., Chicago, became display 3 
manager for the Wm. Hengerer Company, a 
Rufelo Laverne Originals 
Harold J. Blowers succeeded A. C. In New Location USED DISPLAY EQUIPMENT FOR SALE 
Proluck as display manager for the Syra- Laverne Originals, Inc., is now in_ its 
cuse Dry Goods Company, Syracuse. beautiful new showrooms at 160 East 57th 
MARCH, 1942 street, New York City 22. For many years $4.00 Per Column Inch— CASH WITH ORDER 
The Victory Display Committee was in the firm was located at 225 Fifth avenue. 





For any WANT AD purpose: 


REPRESENTATIVES WANTED 

















POT MILLINERY STAND 
Choose this popular-priced millinery dis- 
player to bring a breath of spring into 
your millinery windows. Styled in sturdy 
wire, this millinery stand is decorative as 
well as a superb merchandiser. 


PMS-245: Overall height—50'', overall 
width—42", side branches are 33'' high. 


Price Complete .... . $24.50 


Standard Color—White. Add 10% for your 
choice of colors 


See Your Jobber or Contact: 


~ * Harry Cc Cabos ee 


TOP STYLISTS IN WIRE 


5219 Centre Avenue, Pittsburgh 32, Pa. 

















In display props 
look for 
ORIGINALITY 


The widest selection of original 
all of them backed 
with a lifetime of display experi- 
ence... 


display ideas... 


. are yours at Hamberger's. 


It will pay you to do business with 
Hamberger, a house backed with 
more than twenty-six years serving 
display exclusively. 


Be sure to visit our showroom when 
in New York or write for display 
suggestions. 


DAVID HAMBERGER, Inc. 


Display Decorations 
115 W. 3lst ST., NEW YORK CITY | 











DISPLAY WORLD 


SDA CONFERENCE 
[Continued from page 31) 


Doerr & Associates, Portsmouth, 
Gardner Displays, Pittsburgh. 
Garrison-Wagner Company, St. Louis. 
Earl W. Gasthoff Company, Danville, II. 
General Display Corporation, Cincinnati. 
David Hamberger Company, New York 
City. 
A. Lutz, New York City. 
The Morgan Company, Chicago. 
Mutual Display Company, Cleveland. 
Nu-Era Display Fixture Company, St. 
Louis. 
R. J. Patterson, 
Rip Studio, Inc., New York City. 
Schack’s, Inc., Chicago. 
Sherman Paper Products 
Newton Upper Falls, Mass. 
Showcard Machine Company, Chicago. 
Starkman Display Company, Los Angeles. 
W. L. Stensgaard & Associates, Inc., 


Alexandria, La. 


Corporation, 


| Chicago. 


| 
| 
| 


Ohio. 
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I. K. Stevenson, Land o’ Lakes, Wis. 

Ben Walters, Inc., New York City. 

Harry Walters Company, St. Louis. 

The Greneker Corporation, New York 
City. 

Nardini Display Studio, Hollywood. 

Silvestri Art Mfg. Company, Chicago. 

Leo Prager, Inc., New York City. 

William L. Baer Company, New York 
City. 

Everetts-Soper Company, Kansas City. 

The Hotel Jefferson was purchased last 
year by Conrad Hilton, and is now under- 
going a face lifting and should be com- 
pletely modernized by show time. The 
hotel is centrally located and is within 
walking distance of all the downtown de- 
partment stores, theatres and shops. Its 
new Boulevard Room features famous ce- 
lebrities and well known orchestras. The 
entire room will be turned over to the 
SDA for its dinner dance on Wednesday 
evening, April 9th. Presentation of new 
officers, presentation of 1952 award win- 





DISRLAY PARADE 





Cisco. 





DISPLAY DIRECTOR 





FLOERS HAS BEEN A RESIDENT OF MEXICO, 
SAN FRANCISCO AND LOS ANGELES. HE 

STARTED IN HIS BUSINESS CAREER WITH 
THE COURVOISIER GALLERIES, SAN FRAN- 


W. & J. SLOANE'S, BEVERLY HILLS, CALIFORNIA 


NoI54 by ach free_ 


FOR THE FRENCH BUILDING. 
LATER WE FREE-LANCED AND 
DID ARCHITECT URAL LANDSCAPING. 
FOR 5% YEARS HE WAS IN 
THE SERVICE , FIRST IN THE NAVY 
AMD THEN IN THE ARMY TRANS- 
PORT CORPS. HE THEN WENT WITH 
BARKER BROS.,LOS ANGELES, 
REMAINING FOR FOUR YEARS. 
WE JOINED SLOANES IN 1950. 


WE ALSO ENJOYS INTERIOR 
DECORATING AS 
A HOBBY. 
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ners, and an announcement of the 1953 con- | 
ference city will be made that evening. 

Many activities and a full program are | 
planned for the ladies attending the show. | 
On Monday, April 7th, a luncheon and card 
party is planned at the Jefferson. On | 
Tuesday, April 8th, a luncheon and fashion 
show are planned in the tea-room of one of | 
St. Louis’ smartest department stores. Daily | 
sight seeing trips to places of interest are | 
being arranged for the ladies. 

A cocktail party will be given by the 
St. Louis display industry Sunday night, 
April 6th, for all the displaymen, exhibitors, 
and their wives attending the show. The 
party will be held in a new private room 
at the Jefferson. 

Three important luncheon meetings will 
be held during the Conference. Outstanding 
nationally known speakers will discuss 
topics vitally important to every displayman. 
On Monday, April 7th, Carl V. Haecker, 
display director for RCA-Victor Corpora- 
tion, will discuss the national advertiser's 
opportunity for sales through display selling 
techniques. On Wednesday, April 9th, at 
12:00 Robert Stolz, advertising director, 
Brown Shoe Company, will speak on display | 
merchandising the product and sales pro- | 
gram. The speaker for Tuesday, April 
8th, will be announced shortly. 

Interesting round table discussions will 
be held daily in Parlor I of the Jefferson 
on subjects of importance to every display- 
man. Well known display directors will be 
chosen as moderators for each day. 

As a convention city, St. Louis offers 
many outstanding points of interest. Its 
beautiful parks, internationally famous zoo, 
Shaws Garden, and the Jewel Box in Forest 
park attract thousands of out-of-town 
visitors The 
department stores in the outlying Clayten 
area and other districts are the finest 
examples of modern store architecture and 
layout in the country and the window and 
interior displays in these stores are second | 
to none. The four days of the SDA Con 
ference are far too few to see and do all 
the things one can enjoy while in St 
Louis, but your attendance at the St. Louis 
Conference and Market Week, April 6-9, 
and your stay in St. will be long | 
remembered as one of your most enjoyable 
events. } 





each year. new shops and 


Louis 


Marion Canfield Wins 
Display Contest 

First prize of $250 in the “Give Hand- | 
kerchiefs Week” display contest has been 
awarded to Marion Canfield, H. Liebes & 
Co., San Francisco. Second award, $150, | 
went to Sibley, Lindsay & Curr, Rochester, 
N. Y., and third, $100, to J. J. Newberry | 
Company, Los Angeles. Other winners were 
Maurice L. Rothschild, Minneapolis, J. L. 
Brandeis & Sons, Omaha, and Mabley & 
Carew, Cincinnati 
Clark Promoted 
By Milliron's 

Following the resignation of 
Butcher, who has returned to doing scenic 
work for motion pictures, Warren Clark 
has been promoted to display director for | 
Milliron’s, Los Angeles. 
assistant. 


Gordon 
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e LOW-C 


This photomicro- 


graph shows the 
E depth and texture of 


NEX soray-t1-S¥ow 
KOLOR-FLOCK 


NEWEST MEMBER IN THE ILLBRONZE 
FAMILY OF FINE DISPLAY PRODUCTS 
eSpray-O-Namel @Self-Spraying 
Brushless Paint CLEAR PLASTIC 
®Diamond Dust protective coating 
*Tinsel 
@Mica 


@ Mannequin Spray 
Paint—2 flesh tones 
e@ Bronze Powders 


*SPRAY IT RIGHT FROM THE CANI!! 
ne ee 


OST SIMULATED FLOCK 


Looks like real SNOW! 
Hundreds of creative uses! 


If you’re a creative display man 
—this product is for you! New 
Spray-It-Snow KOLOR FLOCK 
\ will help you achieve effects 
=@ you never before could afford. 
|The wonder of KOLOR 
' FLOCK is that it contains both 
. adhesive and colored simulated 
' flock in ONE package. A sim- 
ple press of the lever releases 
whisp of thick, fluffy snow 
. . alive with the sparkle and 
beauty that puts any display 
in a class by itself. 
Available in red, green, blue, 
yellow, orange, pink, orchid, 
plus white. Ideal for floral dis- 
plays, wreaths, store displays, 
signs, window trimming, ete. 


ILLINOIS BRONZE POWDER CO. 


2023 So. Clark St.—Chicago, Illinois 
RG 








QUENSELL DISPLAYS INC. 


PLASTIC 


DISPLAY TRAYS 


. 770 — SHIRT & UTILITY TRAY — 
$24.00 


'o. 775 — ANKLET & GLOVE TRAY — 
$9.90 


. 725 — SOCK & GLOVE TRAY — 
" « 414" x 21%4"—per dozen. .$12.00 


. 700 TIE TRAY — 12" x 434" x 3° — 
.- $9.90 


PRICE F.O. B. FACTORY 


" 10" x 4"—per dozen 


x 414" x 5"—per dozen 


dozen 


Packed | Dozen Per Carton 


71-23 AUSTIN ST. 
FOREST HILLS, N. Y. 








He had been first | 


@ LAWN CLOTH (GRASS CLOTH) 
e@ FLOCK DESIGNED PAPERS 





Attention DISPLAY MATERIAL JOBBERS! 


If interested in buying direct from the manufacturer 


@ FLOORINGS and BACKGROUND MAT. 


And wish to purchase at direct from factory prices — and the quick service 
from no in-between handling, WRITE FOR CATALOGUE TO: 


CAPITAL MERCHANDISING CO. 


@ EMBOSSED PAPERS 
@ GRASS PAPERS 
@ PRINTED CLOTHS 


363-365 THATFORD AVENUE 
BROOKLYN 12, NEW YORK 
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QUALITY! 


BEAUTY! 


Credit anise Sig ns 


DISTINCTION IN 


~~ No. OL-2 Lay-Away Sign 
No. OL-1 Charge Acct. Sign 


For greater volume 


feature 


services 


more Customers 


larger sales, Charge and 


ay-Away 


your 


@ These beautiful signs are lettered in tenuine Gold Leaf 
on brilliant Black acetate 
| Mounted into solid base made of Korina, 
grained natural finish blonde wood. Slanted io just the 
Sign in- 
serted in mortised panel and held with Chrome oval head 
serews. Length 11 Height 2 Depth 1-5/16" 

No. OL-1 Charge or No. OL-2 Lay-Away 

Signs Each, f.o.b 


NATIONAL CLOTHIER SERVICE 
DIVISION OF NATIONAL CLOTHIER CORPORATION 


Protected with 44” thick clear 


ucite aiveerisaly 


right angle for store window, ledge or counter 


Chicago 


NATIONAL CLOTHIER SERVICE 


608 S. Dearborn St., 


Chicago 5, Il 
} SEND No. OL-l Charge Acet. Signs 


SEND No. OL-2 Lay-Away Signs 


STORE 


STREET CITY & STATE 





Demand the Oldest Name 


in — Turntables! 


"Re eo'Sho 


of top ROTO. 
suo Electric (aE. A, are used by mer- 
chants throughout the world for trouble-free 
action displays. Sturdy steel construction, 
powerful A.C. motor permit load capacity up 
to 200 ibs. 18” table revolves 3 times a 
minute. Ceiling units and ROTO-WEEL for 
background displays also available .. . 
Build-up fixtures too. 





Two-way electric outle permits novel, self-con- 
tained lighting effects or operation of electrica! 
devices while table turns. Will revolutionize your 
window trim! 


MODEL "A" 
ROTO - SHO 
Standard for the 
world! The action 
display-way to 
boost your sales. 
See your local jobber, or write us for complete 
cotalog of ROTO-PRODUCTS! 


GENERAL DIE & STAMPING COMPANY 
Integrity Since 1919 
Dept. O, 262 Mott Street, New York 12, N. Y 
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NADI News 


By JOHN F. BOWMAN, JR. 
Managing Director, National Association of Display Industries 


EOPLE: During the past month many 
P members or their representatives have 

called the office of the National Asso- 
Display Industries, come in 
asked for a visit at thei 
office. “Tobe” Stanley of 
Company, together with 
town early in. the 
Plastic Fabri 
airport. Paul 
Morgan Company, 
participating in the 
Smaller Retailer Display Clinic which is 
now scheduled for May 20, on the campus 
of the University of Illinois, Champaign 
Walter Wood of Korrect-Way Displays was 
on the telephone the other day and 
I. T. Vierheller of the Garrison-Wagner 
Company 


ciation of 
personally or 
local hotel or 
the L. A. Darling 
Russ Larson, was in 
Oscar Igersheim, of 
cators, called from the 
Greenewalt, of The 
dropped in to 


month 


discuss 


also 


Still spotty, but 
reflects the general 
throughout the country. 
figures that retail 
1] percent under last 

eight weeks of the 
undoubtedly due to the 
tor leading the 


Business 
situation 
tailing 


perhaps the 
status of re- 
Latest 
about 
first 


show stores are 
year for the 
with Detroit 

unemployment fac 
parade. Decontrol of 
a developing item also 
The Wall Street Journal reports that present 
trends indicate an 
for decontrol across the 
that textiles 
controls are 


year, 


prices seems to be 
acceleration in demand 
board with a good 
may be the next field 
and soon. No 


chance 


where removed 


one says so out loud, but there ts plenty 


Admini- 
gradual 
materials 
increases of 
controlled 
near future. Exten- 
stretch-out of contracts, particu- 
aviation field, acount for 
availability. Retailwise 
is not expected to gain 
until about the time this 


that Price 
job on a 


of interest in the idea 
strator Arnall took the 
“roll-up” Supplies of all 
are easing rapidly, with 
sumer allocation in almost every 
line indicated for the 
and 
larly in the 
of the increased 
the Easter trade 
momentum 

print 
While the 


members of the 


basis. 


con- 


sions 


some 


real 
appears in 

Research 
of the 
a display 


general sentiment 
NADI is to allow 
program, under direct 
dormant for another 
there is a growing 
other types of re- 
tailers for information on their particular 
types of operation. In discussing the situa- 
tion with the department heads of two 
different administration 
and economics it appears possible that the 
survey work re- 
carried by the universities 
work. This is particu- 
institutions 


research 
sponsorship, to lie 
six months or 
from 


more 


demand many 


schools of business 


actual expense of any 
quired could be 
responsible for the 
larly true in state-supported 
degree, in some privately 
NADI would like 
to hear some opinions on this subject and 

if possible suggestions as to particu- 
lar fields for investigation 

Membership: A reinstatement of mem- 
bership in the NADI has been received from 


and, to a lesser 


endowed schools. The 


—With the annual prelude of seed catalogues as a build-up, the first warm day of spring 
reduces the sales resistance of the amateur gardener to the vanishing point and he becomes 


especially receptive to displays of all the things necessary for vegetable and flower gardens. 


The above display was used by Frank J. 
& Co., 


Musmanno, display director for Sears, 


Roebuck 


Quincy, Mass.— 
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Metal Goods Corporation, of St. Louis. 
Mr. George Huebner is doing the work 
for them in connection with the association 
and promises to be a happy participant 
in the June 1952 Market Week. An appli- 
cation for membership has been received 
from Aphrodite Displays of New York 
City. This is now being processed at the 
request of Mr. Salvatore Spataro and is 
under the sponsorship of D. G. Williams, 
Inc., of New York City, but they have not 
yet been returned to this office. The asso- 
ciation is also covering all former mem- 
bers still in the display field relative to 
reinstatement. 

Market Week: After a meeting on Febru- 
ary 21 in the office of Dick Adler ef the 
Adler-Jones Company, treasurer of the 
NADI, which was attended by Earl W 
Gasthoff, president, and the writer, final 
approval was given to dates for special 
events at the June 1952 Market Week. The 
all-industry cocktail party will be held 
on Sunday evening, June 29, from 6:30 to 
8:30 p.m. Entertainment for women guests 
at the Market Week will be scheduled for 
Monday, June 30, and Tuesday, July 1, 
and will cover all-day programs. From 
the enthusiastic approval of this item at 
the 1951 Market Week it will probably be 
another highlight of the year for those at 
the Market Week in 1952. 

Also at the Market Week the NADI will 
offer a variety of prizes for attendance 
in several fields. They will cover display 
managers and directors, display assistants, 
jobbers and distributors. Watch for an 
amplifying announcement on this next 
month or in May. In order to make the 
award of prizes equitable a table of points 
for distance traveled, orders placed, ex- 
hibits visited, etc., will be set up. If at all 
possible the winner will be announced at 
the closing of the Market Week but prob- 
ably announcement .will be made in the 
various trade publications about July 15, 
1952. Tabulation does take some time. 

Listings: In connection with the changed 
advertising format which will be presented 
for final approval at the June meetings 
there will be an absolute need for accurate 
listings of the various products made and 
or sold by each member In the next 
general release to NADI members a form 
covering this information will be enclosed 
Do not fail to fill it out and return it 
immediately. 

General: There is an increasing need 
for reliable statistics on the over-all volume 
of business done in our section of the 
display and advertising field. Many publi- 
cations are requesting data and articles 
on display together with source names, 
etc., for a very wide distribution in most 
cases. In addition to the trade outlets 
that are devoted to display in particular 
there have been requests from the Wall 
Street Journal, Men's Apparel, Editor and 
Publisher, Chain Store Age, various fashion 
magazines and daily newspapers, and many 
other agencies including state and federal 
government, schools and research organi- 
zations. Since actual sales figures are not 
generally disclosed by the type of firms 
operating in the display field it it difficult 
to provide accurate figures. Estimates have 
been advanced from time to time but never 
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NEW! Bullkton SHINGLE wie 


A NEW Third Dimensional Design on a STRIATED RAISED GRAIN PAPER 


Available in a choice of 6 Decorator Colors LIST PRICE 
e Tan e White e Yellow ROLL SIZE $g-95 per roll 
e Green @ Light Gray e Rust 24 ft. x 50 in. 
The Shadow outline is Grey on all combinations 


BULKLEY DUNTON & CO., Inc., 295 Madison Ave., New York 17, N. Y. 














new... 
heights in 
fashion 
manikins 


Write or call us 
today for the new 
illustrated brochure 
featuring the com- 
plete line of Studio 


Beau monde Manikins. 


eaul monde 


STUDIO MANIKINS 


KEHOE DISPLAY FIXTURE Co. 


541 MARKET STREET SAN FRANCISCO, CALIFORNIA 
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with any reasonable foundation for their 


true worth. 
Smart headwork helps DISPLAY and In order to overcome some of the probable 


discrepancies, a basic report form is being 

SELL prepared which will not require specific 

figures but which will request general sta- 

tistics related to volume, territory, products 

smart footwear and facilities. In addition to providing 

2 material for dissemination to publications, 

with libraries, and research organizations, it 

will also be designed to give specific an- 

RCS PHOTOMURALS swers to requests on manufacturing facili- 

of seasonal local views. ties which are received from time to time 

Let us help you give in this office. Again your comments and 

fae suggestions are in order so that this service 

dramatic impact to your will be as complete as possible and still 

sales story, write Depart- maintain the individual member’s report in 

ment Dale for informa- a confidential status. — 

E And again — send in any data you have 

tion. that will fit this monthly report. 


@ $1,000,000 For Display Space 
To Be Paid A & P By CBS 


THE PHOTOMURAL CENTER OF AMERICA An unusual arrangement has been worked 
out by CBS Radio Division and the A & P 

‘ P . chain whereby CBS will pay the latter 
R Cc S$ $ T U D l O Ss (Div. of Rapid Copy Service, Inc.) about $1,000,000 a year for display space in 
123 NORTH WACKER DRIVE STate 2-5977 CHICAGO 6 the chain’s 4,200 stores throughout the 
country. 

Advertisers who buy time on “Musicland 
USA” will be guaranteed the display of 
their products in A & P stores, in choice 
space formerly reserved for the chain’s 
own brands. The plan will be activated 
when CBS has lined up three advertisers, 
although if six sponsors are signed up the 
program will be expanded to a full hour’s 
radio time. The cost is $9,400 a week for 
a 13-week contract. 

As reported in Advertising Age, J. Kelly 
Smith, Columbia vice-president points out 
that between 8 and 9 per cent of the grocery 
business in the United States is done in 
A & P stores, and that the program takes 
place on Friday night to catch housewives 
on the evening before they stock up for 
the week. 

Advertising Age continues: 

Explaining exactly what the program 

sponsors are being promised, he said they 
will get half of an end display — about as 
good as can be had — in self-service stores; 
in service stores they will get key counter 
THE UPSON COMPANY, 8203 Upson Point, Lockport, N.Y. display or aisle positions. If windows are 
Please send me details on Upson Cut-Out Letter Alphabets. available, CBS _ radio-advertised products 
will be featured in them. 
Name ane : Each participating advertiser will be 
Street Magee guaranteed at least four weeks of star dis- 
play position out of 13; the rest of the 
time he will get feature position. 

The West coast, where A & P has rela- 
tively few outlets, will not be included in 
the project, though the show will be aired 


RUSTIC DISPLAYS — POLES USE THE — tay network. ie ay 
S Radio will pay A & P about $1,000,- 
SLABS — BRANCHES — BARK | OPPORTUNITY 000 a year for this display space, much of 


which, according to the network, has not 


CEDAR ETC. BIRCH EXCHANGE previously been made available for sale. 
“With two-thirds of the country’s grocery 
RUSTIC “PARKCRAFT" es eae ee ee ee store sales now being made in supermar- 
POSITION WANTED POSITION VACANT kets, the manufacturer, who no longer can 
USED DISPLAY EQUIPMENT FOR SALE depend on the clerk to recommend his 
Fu RN} ‘URE product, must pre-sell the customer through 
REPRESENTATIVES WANTED advertising and then figure out a way to 
COMPANY, INC. © make his brand stand out from the hun- 


$4.00 Per Column Inch— CASH WITH ORDER dreds of others in the shelves of the self- 
: service stores,” Smith said. 














THREE SIZES: 
8 inch 











City 














Phones: 9-6479 or 9-6103, Williamstown, N. J. 
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NEW YORK DISPLAYS 
[Continued from paye 29) 


(a blue mirror) was edged in white gravel 
and the surrounding rocks covered with 
a collection of flowers in many shades of 
pink, violet, yellow and rose. 

Two scarfs added to the flower mass were 
sheer, one shading from mauves to pale 
gold and the other from reds into pinks. 
The garden sculpture carried a_ small 
brimmed hat made of fiowers, a purple silk 
umbrella and a tiny purse. The hat fash- 
ions were built upon a green covered wire 
frame and had the nice spring feeling of 
having just been plucked from the rock 
plants. 

Also at Saks, a gray flannel custom 
suit was presented by Mr. Ring with the 
legend, “Great Sporting Tradition . . . The 
Davidow Suit — Sportswear Collection.” 

A sea-blue backwall sharply projected 
an interesting abstract unit executed of 
plywood and painted white. The clean 
cut lines of the abstraction also served as 


OLS PEAY WOR tO 








displayer for the yardage of flannel, the | 
arrangement of Davidow’s fashion book and | 
accessories, 

A distinguished and spring-like window 
was designed by Display Director Bernard | 
Downing at McCutcheon’s for the “World | 
of Silk” presentation which featured Bian- 
chini silk prints in various shades of green. | 

The mannequin, suspended by fine wire, | 
wore butterfly wings and appeared to be | 
alighting in a bed of multi-colored tulips 
which grew out of the scatter-grass covered | 
floor. Furthering the mood, the wings were | 
sprayed to give the iridescence and tex- | 
ture of real butterflies, while wire | 
antennae on the mannequin, her wig, and | 
her eyelids were all sparked with 
colored flitter. 

Gracefully wrapped in the silk, the man- 
nequin also held in her hands 
the silk fabric draped from the four corners 
of the window, the walls of which 
painted in the sky-blue with white cloud 
formation. The window card read: “There’s | 
a World of Silk on our third floor; Beauti- 
ful Bianchini Silk Prints . . . spring lovely 

. spring-light” and was accompanied by | 
the “World of Silk” poster sponsored by 
the International Silk Association. 

Appealing imagination coupled with a 
light but powerful touch of whimsy char- | 
acterized the treatment accorded by Display | 
Director Gene Moore to a “Be My Valen- | 
tine” theme in the eight Bonwit Teller | 
windows. 

“A-hunting she will go ... it's Leap Year | 
— be our Valentine at Bonwit’s” read the | 
legend for a display which featured an 
Omar Kiam black suit with large shiny 
buttons and pinned with an American Beauty 
rose. Along with the oversized black patent 
bag the mannequin carried a rifle and ap- 
peared ready for any game the small cupid 
might sight through his field glasses. The 
cupid in deep concentration leaned lightly 
on the brown papier mache hunting dog. 

Amusingly developed, the copy in each 
of the adjoining windows was enacted in 
the display as, “Use the old rope trick,” 
where the mannequin held a heavy rope 
lasso — the angle of the gentleman's hat 
indicating that he did not intend to resist 
the lariat. 


those 


rose 


yards of | 


were 





The Finishing Touch for Vacation Displays 


WITH $35.00 ORDER—6 MEDIUM 
SIZE TROPICAL SHELLS 


Direct from the Nation's Resort Center 


SEA GULL DISPLAY 


(AS ILLUSTRATED) 


Sea gull, 26 in. high. Solid Florida pine 
with real stump base. Beak slotted to hold 
merchandise. Hand carved by world fa- 
mous Jonathan Jones and painted in natural 
colors. Wings detachable for easy storing. 


PLUS — Large Queen Helmet shell, pink 
Conch shell, beautiful coral cluster, and 
giant Star Fish from the depth of the Gulf 
of Mexico. 
$ .00 
UG rders. M s 
host “a Special 3 5 
SEA GULL SEA SHELL GROUP 
(only) (only) 


$2 5.00 $] 2.50 


(All Orders Prepaid) 
R. H. GRAINGER 
181 CATALAN BLVD. 
ST. PETERSBURG, FLORIDA 


10% discount on 3 or 











Thank You! 


for your wonderful 
response to 


MANIKIN 
“Flexi-Shoes” 


Ask your Local Jobber 


or 


MADISONIA 


€: 
a 
# 
FS 


BASIC PUMP: Available in kid or suede finish. 
Guaranteed. Per pair 


$3.75 


in Manufactured Exclusively by 


NEW YORK CITY 
CHICAGO 
S A 8 aes 
LOS ANGELES 
SAN FRANCISCO 


display originals 


312 east 3rd st. : los angeles 13, ealif. 








THAT REALISTIC TOUCH 


FOR YOUR WINDOWS 


The PHILODENDRON HASTATUM with Philoden- 
dron Scandon, as illustrated, is 33” high, 22” wide, in a 


8” diameter tub. 


Made of high quality muslin 


and waterproof coated, this plant is completely 


washable. 
suds or spraying with a hose. 


It may be washed by dipping into soft 
We also have wash- 


able Ivy and Philodendron. 


This beautiful natural appearing plant is suitable 
for decoration anywhere. 


EMPIRE ART PRODUCTS 


120 W. 


CHICAGO AVE., CHICAGO 10, ILL. 
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ARTIFICIAL 


Palmetto 
Areca 
Cycas 
Extremely natural-looking and grace- 
ful. Selected, preserved, natural 


leaves. 


show- 
churches, 


Ideal for windows. interiors, 
rooms and salesrooms, 
restaurants, clubs. ete. 


27 different sizes to choose from. 
from 18” high to 14 feet high, also 
special sizes to order. 





For 
information, 
consult 
your 
jobber. 














ANYWHERE... EVERYWHERE ...12 MONTHS A YEAR! 


PALM PLANTS 


GASTHOFF'S MFG. CO., INC. 


316 SOUTH ROME AVENUE 


i 


TAMPA 1, FLORIDA 











Elastic Petal Top Wigs 


(Trade-Mark) 


Designed with rubber or buckram foundation 
and adjustable steel band to insure permanent 
fit. Guaranteed workmanship, backed by years 
of experience Efficient service. Sold only 
through jobbers 
Jobbers: Several good tersitories 
still open Write for details 


NU-SHOW DISPLAYS, INC. 


97 Sixth Ave., BArclay 7-8974, New York City 13 








LIBERAL ALLOWANCE 
For Your Old Mannequins 


Write us for complete details. 
REINERMANN FIXTURE CO. 
343-345 W. 4th St. Cincinnati 2, Ohio 








USE THE 


OPPORTUNITY 
EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 

REPRESENTATIVES WANTED 
° 


$4.00 Per Column Inch— CASH WITH ORDER 














VALUE OF DISPLAY 


[Continued from page 54) 


and window display can offer them some- 
thing new and exciting every day. It can 
be an entertainment—a charm—a permanent 
exhibition—a temptress. It can an in 
formant and it can even an educator 
because, through good displays, the taste 
of the public can be moulded. Because of 
all this it can give immense esthetic satis- 
faction to both the displayman and the pub- 
lic; more in fact than most forms 
art because as window display comes con- 
tinually under the critical of the 
whole community, the can be 
stirred to great heights. 

Another source of satisfaction, 
tally, is that can immediately 
the success of his artistic efforts 
point of your 
shop offers ideal platform for 
telling a story quickly. People don't want 
to read and detailed 
your merchandise, and there can be no doubt 
that goods properly displayed in your win- 
can put over a story in a flash—so that 
may well and 
possibly come back to buy 

The main function of of 
course, to sell something and that 
always in mind one’s first object should be 
he 


be 
be 


so of 
eyes 
displayman 


inciden- 
one gauge 


From a commercial view 


window an 


long descriptions of 


dow 
he who runs very read, too- 
display is, 
with 

to stop the passerby, so that becomes 
interested. Once that is done a good dis- 
play can be the means of increasing sales, 
of the goods which are on show, 
It can also help 
an effective 
tempt people 


not only 
but also of related goods. 
indirectly, 

will 


sales because as 
decoration it 


to go inside. 


obviously 
however, one thing good dis- 
play can not do. It can not sell poor mer- 
chandise; in fact it can’t sell anything at 
all. It can interest people and hold their 
attention; it can make at ae 
hadn't seen it displayed I have 


There is, 


people 
wouldn't 


say, 


" 
| 
| 
| 
| 
| 
| 
| 
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bought it.” But the actual selling must be 
done by the salesman. 

Well, we've seen why it is important as a 
factor in sales promotion, and we've looked 
at its artistic potentialities. Now let us 
find out how we can get the most out of it. 

First of all, display must have a purpose. 
No matter how humorous, beautiful, 
entertaining in its execution, there must 
never be any doubt about the object of a 
display. This object (whether it be to sell 


or 


ideas) must be the prima donna, 
with everything else—all the props and aids 
and decorations—helping to build up the 
you want to put over. 

the planning should 
aware that the fall of 
three groups: pre-occupied. (2) 
Those who are (3) Those who 
the first thought 


goods or 


story 


In always be 


into 


one 
passersby 
(1) The 
indifferent. 
are interested. Therefore 
in planning must to design something 
which will, in the first instance, make 
people stop and look. Atter that it 1s a 
relatively simple matter to get them inter- 
and stimulate in them a to 
possess the goods you show. 


one 


be 


ested, desire 

How to do this is easy. You must always 
have a story (perhaps two, but never more) 
and_ this must told in the most 
straight-forward manner possible. For in- 
selling bedding 
story, everything must 
around that theme. But remember 
while many may result in 
fusion, too few points about your story may 
not complete the picture. And another im- 
portant point: the story must, of 
be complementary to all other forms 
advertising going out at the same time. 

Having decided on your story—and you 
should never be stuck for an idea; any day's 
will give you half a 
you have to make up your mind how to pre- 
it. The “Comfort Story” for instance, 
be presented different 
ways. 

Whatever don't let the 
idea swamp the merchandise. And always, 
always present it in such a way that there 
is a contact right through to the point-of- 
sale. For too many first rate displays* fall 
down by not taking the elementary step in 
“directing to the counter the 
goods can be bought. And that view 
is wasted effort 


story be 


stance, if 
comfort 


you on a 
built 
that 


con- 


are 
be 


too stories 


course, 
of 


newspapers dozen— 
sent 


can in a hundred 


you decide on, 


you” where 


in my 


In the execution, expert handling of mer- 
of Showing 
and 
de- 
to 
displays (and, inciden- 
tally, photographs of merchandise) which 
don't the first law of 
showing your goods to their best possible 
advantage. I 


essential 
dusty furniture, 
the surest of 
object. It is astonishing 
many 


chandise is, 
crumpled garments, 
like that is 
your 


course, 


things 
feating 
me to 


way 


see so 


obey commonsense 
place the handling of mer- 
chandise above all else in carrying out your 
planned display, but there are many other 
important things to keep in mind. There 
must be a focal point and this can be 
achieved in all kinds of ways by radiation, 
symmetry, progression, balance 
but the eye must never be allowed to stay 
on the focal point—it should travel around 
naturally, that it takes in the whole 
composition easily 


or color Pf 


so 


I said a moment should 


Color 


ago that color 
be used to help fix your focal point. 


is the essence of good display, and quite 





MARCH, 1952 


frankly it would be well worth your while 
to know something about it. However, 
you won't go far wrong if you aim at being 
bold. Go in for contrasts and complemen- 
tary schemes—such combinations as pastels 
with a splash of black, or grays with a 
splash of red—rather than attempt anything 
of a more subtle nature; this kind of thing 
should be left to the expert 

The same applies to colored lighting 
Here you would be wise to use this only 
as a decoration—and the more of it the 
better—with a natural white spotlight on 
the merchandise There are many other 
things which can be used in an ambitious 
display; such things as dramatic shadows, 
tricks of illusion, mirrors, gauzes, stage 
technique, animation, and even sound. So 
you see an expert displayman has to be as 
versatile as he is ingenious. But whether 
your display is modest or ambitious, the 
simple rules to obey for assured success 
are: Be simple. Be neat. Be orderly. Be 
clean 

Now a word or two about tickets, posters, 
showeards, and display aids generally. 

Don't attempt to do work of this descrip 
tion yourself. Give it to an expert, but 
always be careful to explain your color 
scheme and general plan to him, so that 
you can be sure his work will fit into your 
scheme. He will no doubt be able to help 
you with many valuable suggestions. 

It is very important that whatever you 
say in your display be true. It is far better 
to understate than exaggerate Misrepre- 
sentation of the merchandise is a_ very 
wrong—and, incidentally, unprofitable prac- 
tice 

It is always wise to have the name of 
your store or shop in every window. 

To wind up, let me remind you that you 
have it in your own hands whether you 
want to live in a dull or a gay world. 


Dinner Tendered Luke 
By Detroit Men 

\ testimonial dinner was given by the 
Detroit Display Club recently in honor of 
Oscar A. Luke, who retired as display di- 
rector of the J. L. Hudson Company a few 


weeks ago 

Among the speakers at the event were 
Robert E. Lee, president of the group; W 
H. Grover, Hudson's basement store display 
manager; Robert Kenney, who succeeds 
Luke as display director, and Harry 
Blecher, Blecher Studios 

The March meeting of the Detroit club 
was held at the Tuller hotel the evening 
of the 6th, at which time all paid-up mem- 
bers received their new silver membership 
buttons 

Featured speaker during the meeting was 
Chess ,Lagomarsino, Jr... publicity director 
of Hudson's 


Service Award Presented 
Shoe Form Employee 

Bernice A. Hickey was presented with a 
pearl ring and a sterling silver tray by Shoe 
Form Company, Inc., Auburn, N. Y., on 
February 23 in recognition of her 25 years 
of service with the company. The presenta- 
tion was made by Frank P. DeWitt, president 
and general manager. 
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MAGNANI 
MANNEQUINS 
in PLASTIC 


made LIGHT— 
priced RIGHT! 


A whole NEW line of the famous 
MAGNANI MANNEQUINS, under 
the supervision of Mr. and Mrs. 
George Magnani offered on a 
POPULAR PRICE level. 


12 NEW MAGNANI 
MANNEQUINS 
—Over 100 Other Styles 
to Choose From! 
JOBBERS: Choice territories still 


open. Write for complete in- 
formation. 

RETAILERS: Contact your local 
jobber for information. If he 
can't supply it, write direct and 
we will send complete data. 


VISIT OUR NEW SHOWROOM! 


GOLDSMITH & SONS 


33@ Broome Street 
New York 22, N. Y. 











GDM FLEXI-TURN 


World's Most Flexible 
Turntable for TV 


LOOK AT THESE FEATURES! 


@ Runs at any speed from | to 20 RPM. 

@ Clockwise or counterclockwise. 

@ Instantly reversible 

@ By remote control can start, accelerate, 
reverse, oscillate, slow down, stop on 
dime. 

@ Speed can be doubled or halved .. . 
with flick of a switch 


@ Carries up to 200 pounds, centered, on 
18" disc 
@ Cost—$250. Delivery 4 to 6 weeks 


GALE DOROTHEA 
Elmhurst, Long Island, N. Y. 








A year-round sales booster at low cost. Head of 
stork moves up and down. Diaper swings gently 
to and fro. Screened in nine brilijant colors 
Overall height 42'° — Widest width 30" 


$14.95 


F.0.B., N.Y. 


STEPHEN QUICK 


BOX 182 ROSLYN, L. |, N.Y 
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THREE SMART WAYS TO 
MAKE _— SALES...! 


smart, interchangeable 

solid chrome price markers 

make your merchandise “look the price!” 
%"-5/16"-42"-1" high. 160 pcs. per set 
handsome compartment box. 


specially 

prepared solid 

chrome sales promotion words.. 

can be used in combination with numerals. 


rich, ebony-background, 
bevelled edge glass signs 
for extra smart sales appeal. 


ALL THREE manufactured by 


COMBINATION PRODUCTS CO. 
64-74 West 23rd St. New York 10, N. Y. 
ORegon 5-3240 
ORDER TODAY...OR CALL OR 
WRITE FOR PRICE LIST! 














KUT GRASS 


Fish Nets — Cotton Rope — Sands — 
Crystal Rock — Dock Logs — Cycus 
& Palmetto Leaves — Wood Fiakes — 
Chips—Glass Blocks — Metal Fixtures 


Manufacturers and creators — Always 
something new in seatter items. Used 
by leading stores from coast to coast. 
Ask your jobber to show you our KEW 
BEE KUT line. If necessary write direct. 








National Sawdust Co., Inc. (Display Div.) 
65 N. 6th St., Brooklyn 11, N. Y. 


Please send me new FREE Spring-Summer catalogue. 


Name 


Address ... 
City & State 


Attention of 
D.W 


eee ee eeeeeceeeesseceses! 





USE THE 


OPPORTUNITY 
EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED 
POSITION VACANT 

USED DISPLAY EQUIPMENT FOR SALE 

REPRESENTATIVES WANTED 
$4.00 Per Column Inch— CASH WITH ORDER 
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Personality Plastics 
In New Location 

Personality Plastics, Inc., and its affiliate, 
Character Hanger Company, announces the 
removal of manufacturing facilities and 
plant from Yonkers, N. Y., to expanded 
and more modern quarters at 197 West 
Ninth street, Brooklyn. Approximately 
15,000 square feet of space is available in 
the new location. The companies will con- 
tinue the manufacturing of garment hang- 
ers and display fixtures. 
Change Of Location 
For Jo-Mart Displays 

Joseph Gerstman and Martin Braverman, 
doing business as Jo-Mart Displays and for- 
merly located at 225 Mercer street, have 
moved to new and larger quarters at 549 
West 52nd street, New York City. The 
firm specializes in exhibits, point-of-sale, 


| jewelry, chain store and general displays. 


| Nu Era Display Fixture 


| 
| floors and a basement. 


Opens New Showroom 

The Nu Era Display Fixture Company 
announces the opening of its new enlarged 
showroom at 808 North Seventh street, St. 
Louis. The showroom occupies a space of 
1,200 square feet, consisting of two full 
Operated by Milton 
Marvin Powers, the firm 
for four years and 


and 
business 


E. Kravitz 
has been in 


offers a complete line of mannequins, gar- 


} ment 


racks, counters, cases, forms, flow- 


| ers, and fixtures of metal, wood and plastic. 


| 


manner, 





A complete store layout and fixture mer- 
chandise service is also offered. 

The showroom is decorated in a modern 
with modular convertible display 
platforms which provide complete flexibility 
in arranging fixture displays. The main 
—The south wall of Nu Era Display Fixture 
Company's new showroom, featuring part of 

the firm's mannequin display— 
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section of the room has a chocolate brown 
ceiling, with one wall finished in jade green 
and the others in pale yellow. A diamond- 
striped asphalt tile floor carries out the 
same color scheme as the ceiling and 
walls. { 

Marvin Powers has a background of 12 
years as an interior designer and con- 
sultant on stores and fixtures. Milton 
Kravitz has an extensive experience in the 
ready-to-wear field in both men’s and 
women’s wear, as well as in shoes. 

Edward Lauck, formerly display director 
of Sally Ann Shops, is associated with the 
firm and has charge of the decoratives 
department. 

Nu Era held its grand opening during 
February 4-6 with an open house for all 
the firm’s friends in the St. Louis area. 


Learned Resigns 
Boston Post 

The resignation of Clyde Learned as dis- 
play manager for Lamson & Hubbard, 
Boston, has been made known. Frank 
Splan succeeds him. 


Morgan Heads Display 
At Davison's, Macon 

James H. Morgan, for the past two years 
a member of the Davison-Paxon Company’s 
interior display department, has been trans- 
ferred from the Atlanta store and promoted 
to display manager for the firm’s branch in 
Macon, Ga. He succeeds John Ransom, 
who resigned in order to join Riff's, of 
Longview, Texas. 


Snellenburg's Adds 
Norman Blake 

Norman Blake is now with Snellenburg’s, 
Philadelphia, as assistant to Eric Wucherer, 
display director. He had been in charge of 
display for B. F. Dewees, local specialty 
store, and Edward Smith, re- 
signed, 


succeeds 
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H)ispuay PHOTOGRAPHS 


Weekly photographic reports of outstanding window 
and interior displays in New York and Los Angeles 
department stores . . . complete with three-dimensional 
color transparencies and full descriptions . . . tailored to 
your specific needs . . . an accurate, indispensable help 


for your display department. Write for full information. 


Retail Reporting Bureau, 101 Fifth Ave., N. Y. 3, N. Y. 











White Stag Holds 
National Contest 
White Stag Mfg. Company, Portland, Ore., | 
sportswear firm, is holding a national win- | 
dow display contest this year. Awards and 
Defense Bonds will be presented to the win- | 
dow display personnel of the winning stores. 
Judges will consider creative efforts, origi- | 
nality, appropriateness, selling potentiality, | 
and overall composition in merchandising | batts 
White Stag “Sun Tog” windows. @ Artificial Flowers 
The top award will be a $100 Defense @ Artificial Miniature Flowers 
Bond and the White Stag bronze plaque. ons 
Other prizes include a $50 bond to be @ Artificial Bees and Butterfly 
awarded in each of four separate divisions— @ Artificial Tropical Leaves @ Areca Palm 
ope . 4 ° 
@ Artificial Ivy and Philodendron @ Bamboo Novelties 


specialty shops and department stores in 
@ Paper Lanterns & Paper Parasols 


MIYA FLOWER & NOVELTY COMPANY, Inc. 


Manufacturers and Importers of 
Novelties, Earthen Ware, Artificial Flowers, Plastic Flowers 
39 E. 28TH STREET NEW YORK 16, N. Y. 


@ Cycus Leaves 
@ Wood Roses 
@ Habone Leaves (skeleton) 


cities over 100,000, and specialty shops and 
department stores under 100,000. 

A similar contest is being conducted for 
the women’s wear division, and stores which 
feature both White Stag’s men’s and women’s | 
“Sun Togs” will be eligible to compete in | 














both, contests 
The contest will close on July 4, 1952, and | 


winners will be announced as soon as possi- | 


ble. 

Charles L. (Ted) Baum, advertising and | 
sales promotion director of White Stag, 
says, “This contest is to acknowledge the 
important merchandising role played by at- 
tractive, attention-getting windows in bring- 
ing in greater sales to retail stores every- 
where.” 

Winners Announced 
In Display Contest 

Winners in the window display contest 
held in conjunction with National Crochet 
Week have been announced by the National 
Needlecraft Bureau, New York City. Inter- 
est in this phase of the promotion was said 
to be exceptionally high, the number of dis- 
play photographs submitted surpassing by far 
the amount received during previous years. 

Prizes were awarded as follows: De- 
partment store group, first prize, $250, J. L. 
Brandeis & Sons, Omaha; second, $100, 
Walker’s, Long Beach, Calif.; third, $50, 
Fandel’s, St. Cloud, Minn. 


PARALLEL'S DARAFLEX glass mirrors 


INCREASE DISPLAY BEAUTY WITH FLEXIBLE MIRRORS 
Sparkling, sales catching—these glass mirror sheets fit any size and shape 
column, pedestal, fixture, background, letters etc. Mirrors can be cut as 
small as 4” to 4” square or rectangle. Paratie.’s special backing makes 
possible its famous ‘Cement-to-Glass Lock” process which firmly adheres 


PararLex Mrrrors to any surface. 


PARALLEL MFG. CORP. 





Write today for colors, samples and prices 


Dept. E, 
N. Y. 38, N. Y¥., CO 7-4332 


15 SPRUCE ST., 








Chain store group, first, S. H. Kress & 
Co., Seattle; second, McCrory’s, New Or- 
leans; third, McCrory’s, Wilkes-Barre, Pa. 

Independent store group, first, Onstad’s 
Ben Franklin Store, Minneapolis; second, 
George L. Billings Company, Bay City, 
Mich.; third, Carl’s 5 and 10, Atlanta. 


Larger Quarters Taken 
By Cappel Display 

Cappel Display Company has taken over 
the five-story building at 24 West Third 
street, Cincinnati, in order to expand the 
firm’s services and provide room for a 
larger stock of display equipment and sup- 
plies. 
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POODLE 


with a pedigree 


One of the newest additions to 
an ancestry of quality Multi-Fit 
Wigs. Each with up-to-the-min- 
ute fashion styling that is so 
important for your displays . . . 
plus every feature you've come 
to appreciate and demand in 
Multi-Fit Wigs. 

@ No Measuring, No Guessing 


e Fits ANY Mannequin to 
Perfection 
— f @ Unconditionally Guaranteed 


MULTLFIT WIG COMPANY, Ine. 


35 WEST 36th STREET NEW YORK 18, N. Y. 











MODULE-MASTERS 


OF 
Space... Time...Design 


DECA-POLE 
DECA-MODUAIRS 
SELF-PAC EXHIBITS 


Plans and designs for merchandise promotions, sales meetings, 
exhibits, point-of-sale pieces, processed, lithographed, custom- 
built units. 

Created and distributed by 


ADVERTISERS DISPLAYS & EXHIBITS 


2028-32 Washington Ave. Central 3170 St. Louis 3, Mo. 














UNUSUAL — 


Natural Cured 
DESERT — MOUNTAIN OPPORTUNITY 


DEEP SEA — ORIENTAL EXCHANGE 


Woods and Foliages For any WANT AD purpose: 








FOR 
POSITION WANTED POSITION VACANT 
THE DISPLAY TRADE USED DISPLAY EQUIPMENT FOR SALE 


Illustrated list on request REPRESENTATIVES WANTED 


“MAKAMING" : 


° $4.00 Per Column Inch— CASH WITH ORDER 
Box 389 Colton, Calif. 

















@ WHEN WRITING ADVERTISERS PLEASE MENTION DISPLAY WORLD e 
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SHOWMANSHIP PAYS OFF! 


[Continued from page 27] 

the street we have fast-moving, for the 
most part non-interested traffic or people. 
We must have the ability to get 65 percent 
to look, not 5 to 30 percent as most “Just 
goods” displays are doing. From lookers 
we must create stoppers and from stoppers 
we create buyers. Most all advertising is 
bought with the yardstick of “circulation 
per dollar.” It's how many people ads 
reach by classification of media. 

As you know, magazine advertising in 
black and white costs from $3.50 to $15 
per thousand — newspaper from $1.50 to 


| $3.50 per thousand, and billboards or street- 


car advertising from $1 to $3 per thousand, 
good window display from 15¢ to 35¢ per 
thousand, television at $5 to $15 per thou- 
sand, etc. 

Display in the window has tremendous 
circulation — and yet does so very little 
about it. Recently we checked a _ large 
corner window in a large city and it had 
less than 5 percent readership. Less than 5 
percent of all the people who passed looked 


| at the display. What a waste! That 


same window every day, every week, could 
have a readership of 65 to 90 percent with 
proper merchandise and showmanship. One 
or the other is not enough; it must be a 
professional balance of both. 

Here let me also suggest that much show- 
manship is not good showmanship, just as 
much advertising is not good advertising. 
Such is usually a lack of ability or funds 
or both. Just ability to buy the white 
space is not enough. In ads it’s ideas, 
illustration, copy, featuring goods people 
want. In display it’s the same, only three- 
dimension ideas, props, art of showmanship, 
arrangement, color, lighting and the mer- 
chandise and accessories that will tempt 
people to look and stop and create in a 
reasonable percéntage a desire to buy. 
Advertising for the most part is pre-selling. 
Display of the actual goods is the real con- 
tact actual selling. The human mind thinks 
in pictures, not words. 

Coordination of ads and display are very 
important. As I have said before, “It makes 
no difference which comes first, the chicken 
or the egg . . . the ad or the display idea” 
— but we must be sure an idea can be 
adapted to both if it is to be used in both. 
I am also convinced that retail stores too 


| often use all or too many media to sell the 


same goods. For example, newspaper, radio, 


| direct mail, billboard, and now television, 
} plus windows, can produce a_ promotion 
| cost entirely too high for the goods to be 


sold. But more important, the windows can 
be doing a job on their own so that you 
know the direct results from each medium. 
This is needed to a greater extent so that 
budgets can be set in relation to media 
and the results of each. 

Why drain dry the display budget and 
eliminate the money needed for showman- 
ship just so there can be more ad pages? 
It's being done. Too often the display 
manager is a good craftsman and showman 
but does not understand budgets or con- 
trol; often I ask, “Why should he?” You 
have him for his highly specialized ability 

and most stores have good budgets 
and control. Too often the controller takes 
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MAKING PEOPLE COME AND BUY WHERE THEY NOW GO-BY! 


e First Cost its Only Cost 


e@ Earns its Cost Many 
Times 


@ Increase Sales Every Day 


@ Suitable for Any Kind of 
Wear or Ware 


The sincerest recommenda- 
tion that can be offered is 
the names of organizations 
we have Users of our 
Turntables. 


Send for our colorful, il- 

lustrated, 8-page bro- 
chure. We herald the names of 
many outstanding users of our 
product. Gives you complete in- 
formation, pictures of models, 
specifications, prices. 


MORGAN-LAPHAM _INC., 


SALESMAKER 


Does just what the Name implies! 
Operating costs less than 2 cent a day ¢ We emphasize—"It has no equal Models 


1775 BROADWAY, NEW YORK. PLANT: NEW CANAAN, CONN. 


e@ The Last Word in 
Electrical Turn Tables 


@ Requires No Oiling 
—No Maintenance 


eA Year Guarantee With 
Every Unit 


9 


Models Carry from 
5 to 200 Ibs. 


Classical Aluminum Models 


Electrical Illuminated 








away the display dollar on the basis that 
That's like taking 


he needs it elsewhere 
away the water and fertilizer from a farm 
— the crop fails, and later we can not 
afford seed or implements 

Selling now needs understanding, team 
work and balance more than ever before 
It's the job of management to understand 
the function of each activity in the store 
and to protect, teach and encourage each 
so it can produce its best results. 

There has always been and _ will, no 
doubt, continue to be some lack of balance 
or respect for the importance of key func 
merchandise 
manager and his buyers think in terms 
of goods and so they should 
manager thinks in terms of cost of doing 


tions within a_ store The 
The operating 


business and the functions and personnel 
of the store. The controller thinks in 
terms of finance, forecasts, and budgets 
plus control — all of which of course are 
so important as the store is in business 
for a profit. The sales promotion manager 
thinks in where most 
goes ads, radio, television, etc. But 

selling is the spark that makes all these 
jobs possible. 


terms of money 


Today, and perhaps even 
tomorrow, selling must do a 
super-human job to move goods, to hold 


more so 


the volume so needed to overcome in- 
creased costs and taxes. 
won't hold needed 


Cut-price selling 
gross pronts, so the 
way of retailing seems more clear than ever. 
Goods must be sold in without 
profit and selling 
costs must be kept in line. So I suggest 
an aggressive selling policy for the good 


volume 


sacrifice of gross 


retail store that wants to progress in times 
of chain and mail order store competition 
which will get keener, and in times of 
higher costs and taxes. 

1. Adopt a policy of “Wide awake sell- 
ing.” Make sure every executive and 
department manager understands “Sales 

profit come first.” 
selling policy that makes 
even staples and basics sparkle with 
showmanship when exposed to the 
public in your window displays. 


at regular gross 


2. Have a 


Do not use all promotion dollars or 
media on the Same goods or events 
There are exceptions but try to let 
each prove its ability to sell on a 
competitive basis. 

Allow each executive or department 
head to offer suggestions to any or 


all but hold each responsible for 
his own function related to his as- 
signment and ability. Too often lack 
of understanding or in 
another field for example, control 


experience 
vs. selling can become a handicap 
Have each individual because of his or 
her ability to do the job well and co- 
operate on your selling team 

Make sure selling comes first . buy 
to a selling plan . do showmanship 
and promotion to a selling plan for 
profit 

Improve item and departmental dis 
play for better service, ease of selec 
tion, less out-of-best-sellers - more 
sales per square or cubic foot and 
lower cost of selling by more efficient 
devices and arrangements of goods 
Put plenty of “reason why” con- 
sumer benefits in all your show- 
manship and _ selling 

Have a selling plan by departments 
on the annual basis, and revise as 
needed If need be, do less and do 
it better be sure it’s on paper 
where all concerned see and know 
Have duties clearly defined and as 
signed. 

Spend more and more, not less and 
less, on good showmanship in selling 
as you prove you know how to do it 
to sell more at regular prices 

figures alone come first 
figures follow 
selling and showmanship 
conceived and executed always pays 
off at the box office. Remember “South 
Pacific” and never forget you sell 


Don't let 
Remember successful 


rightly 


to people just people. \ggressive 
selling — at full gross profit, with 
good showmanship is fun and pays 
off. Try it! 

Displayman's Novel 


To Be Published 


Russell Shaw, display manager for Dickson 
& Ives, Orlando, Fla., has received notice from 
Exposition Press of the acceptance for pub- 
lication of his novel “Charred Diary”, on 
which he has worked for eight years. Reports 
on the novel are most favorable and the pub- 
lishers expect a wide circulation when the 
book comes off the press within the next 
few months. 


NEW MANIKI 
RENTAL PLA 


wean 


FIRST MONTH $15 THEREAFTER 


$5 


MONTHLY 


ARNE ALLE LSI NIT 


WRITE FOR DETAILS 


WADISOM. 


America's Manikin 


Refinishers & Wig 


Largest 
Stylists 


NEW YORK—152 West 25th Street 
CHICAGO — 11 South Desplaines 
DALLAS—1209 S. industrial Bivd. 


FACTORY-ON-WHEELS 
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Display 
Woriad 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we’ll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 


of any display problem. 
(0 Air Brushes 
Oo ss Equipment 
() Animated Signs 


(j Bulletin—Directory Boards 
©) Card & Mat Board 
() Cardwriters’ Materials 
{) Color a 
(} Composition Pieces 
( Crepe Papers 
() Cut-out Letters 
() Cutting Machines 
() Decalcomania 
() Decorative Papers 
} Display Fixtures 
( Display Forms 
(} Display Letters 
~) Display Racks 
C] Dye, Rug and Carpet 
() Enlarging Projectors 
{) Fabrics and Trimmings 
] Flags and Banners 
() Float Decorations 
(} Foils 
() Glass Specialties 
() Grass Mats 
Hosiery & Shoe Forms 
Lithographed Displays 
Mannequins 
Metal Sheets 
) Millinery Heads 
Motion Displays 
Motion Mechanisms 
Motors 
} Mouldings 
Natural Foliage 
| Paper Sculpture Displays 
| Papier Mache Specialties 
} Photographic Blowups 
Plastics 
Plywood 
Price Cards—Tickets 
1 Price Ticket Holders 
Ribbons 
} Sale Banners 
{] Show Card Colors 
Show Cards 
] Show Case Lighting 
] Show Cas 
| Socks— Window 
} Signs—Brass—Bronze 
Card Holders 
(} Signs—Electric 
(} Sign Printing Machines 
() Sleeve Forms 
] Store Designing 
] Store Equipment 
) Store Fronts 
Tackers 
Time Switches 
Turntables 
Veneers (Imitation) 
Wall Board 
if igs 
( Window Lighting 
() Do you wish a copy of their catalogue? 
[) Do you plan to remodel your store soon 
() Do you plan to build a store soon? 


MAIL TO 


DISPLAY WORLD 
CINCINNATI 1, OHIO 


Se ee eee eee eee 
Firm 

Display Manager 

Street 

City 











entered during the past two years. 





DISPLAY WORLD 


Your editorial in the January issue re- 
minded me of a suggestion which is coming 
in my mind each time I read something 
about your International Display Contest. 
Five thousand, seven hundred display pho- 
tographs from all parts of the world were 
What 
a treasure! However, an unexplored, hid- 
den treasure for us as long as you can't 
publish them. Just that is my suggestion: 
Why don’t you make a big picture book out 


| of these photographs ? 


Even if those 5,700 entries contained not 


| more than 3,000 really good ones — even if 


you threw out 1,000 more; there would still 
be about 2,000 outstanding display photo- 
graphs. Every displayman around the 
world, every display-minded merchant could 
find immensely interesting items in such 
a book because the entries come out of 
nearly 100 merchandise groups. 

Of course there is the financial problem, 
printing a book with more than 2,000 
photographs. It will be no cheap affair. 
But I’m sure it will pay off. Who wouldn't 
like to own such an omnibook of display? 
Surely these hundreds of displaymen who 
entered photographs would like to pay 
something for a worldwide display encyclo- 
pedia wherein their own works appear. 
And what a service to our profession! I 
hope sincerely will think about this 
idea. 


you 


About the other topic of your editorial: 
Any displayman who is happy enough to be 
able of English will follow 


reading some 
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the articles of Ernest Young with great 
interest. I found them very helpful be- 
cause even if one knows about the job 
there is always a personal trick which one 
didn’t know yet. The same pleasure give 
such articles as the report about Macy’s 
Italian period. Without these articles DIS- 
PLAY WORLD would be only half a world. 
—Alf. Kayser, Vaals, Netherlands. 


Many thanks indeed for your letter giv- 
ing me the good news thst one of our 
entries has been awarded a gold medal. 
This is most gratifying and will be very 
encouraging to our display staff. It was 
quite a thrill to receive the medal, which 
arrived safely and in good time—R. D. 
Ebenezer, Bentalls, Ltd., Kingston-on- 
Thames, England. 


Your January issue was a storehouse of 
ideas from cover to cover. We were so 
enthusiastic that we felt compelled to write 
and say “thank you!"—Nancy Steer, The 
Surprise Store, Parkersburg, W. Va. 


Our first two ads in the September and 
October issue brought an encouraging 
“batch” of inquiries, etc., and we trust that 
this will continue—C. C. Muldner, The 
Muldner Company, Inc., Brooklyn. 


The results from my ad in your September 
issue of DISPLAY WORLD were great... 
thanks loads to the Opportunity Exchange. 
—Julius J. Greenbaum, New York City. 


In 1945 DISPLAY WORLD came to 
Sweden as a friend of peace and since then 
I have been a subscriber. In my opinion 
DISPLAY WORLD is an excellent journal, 
with instructive articles and very good re- 
production of skillful and inspiring displays. 

Sven Sjoden, Gothenburg, Sweden. 





—Window shades are presented in an interesting and attractive manner in this display by 
E. L. Vollmer, Joseph Horne Company, Pittsburgh— 
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Opportunity Exchange 








WANTED 


Mechanical Christmas 
Attraction 


With sound, in excel- 
lent condition to fit one 
window 22 ft. long by 
8 ft. deep. 


Address Box 3AB 
Care DISPLAY WORLD 


DISPLAY SALESMEN WANTED 


By manufacturer for very profitable and original line 
with large following among department, 
jecti State territory covered, 
type of accounts called on and all other pertinent information. 


objection to non-conflicting lines. 
carried, 


Only experienced 
chain, and specialty shops. No 
present lines 


Address BOX 2DE 
Care of DISPLAY WORLD 














Representative Wanted—Old estab- 
lished Pacific Coast import firm de- 
sires Manufacturers Agents or re- 
liable individuals to call on Dis- 
play Jobbers on commission basis, 
with quality lines on low price di- 
rect import basis. Address BOX 
3BC, Care of DISPLAY WORLD. 





DISPLAY JOBBERS WANTED 


For 48 years we have manufactured and sold quality 


displays direct to the trade. 


We are now offering our 


line to some jobbers who can qualify with following 


and established dependability. 


Address BOX 3KL 


Care of DISPLAY WORLD 


SCARCE FOIL 
FOR SALE 


Discontinued items in our line 
make it necessary to dispose 
of our entire stock of .003 and 
.004 gold-colored aluminum 
foil manufactured by Rey- 
nolds and Kaiser. It is 26 
inches wide in rolls and is 
backed with 60 Ib. paper 
stock. Suitable for labels, win- 
dow or interior display, etc. 
Samples and details on re- 
quest. 


GRAHAM W. DIBLE 
The Orchid King 


Dible Bldg., 8th and Wall 
Los Angeles 14, Calif. 











WANTED 


COMBINATION WINDOW 
TRIMMER and CARD 
WRITER 


for one of North Dakota's 
largest and finest department 
stores Permanent position, 
excellent opportunity. Write 
—give all details and salary 
expected. 


ELLISONS 
Minot, N. Dakota 








ATTENTION MANUFACTURERS 


Large 


interested in manufacturer's 


papier-mache and wood 


present line 


display 


distributor, with jobbers from coast to coast, 


line of smart new wire, 
novelties to add to 


Address BOX 3FG 


Care of DISPLAY WORLD 


Agency Wanted for fast-moving 
product. 4,000 sq. ft. building space 
available. 2 car railroad siding for 
receiving on all railroads at Brook- 
lyn Eastern District Terminal. 
Centrally located 20 minutes from 
Grand Central or Penn Statioss 

NATIONAL SAWDUST CO., Inc. 
58 N. 6th St. Brooklyn 11, N. Y¥. 














WHAT DO YOU WANT INA 
DISPLAY MANAGER? 
Experience? Have 9 yrs, Educa- 
tion? 2 yrs. college. Ability? 
Preven by excellent employment 
references. Reliability? Best char 
acter gage > Interview? Im- 
mediately. Address BOX 3LM, 

Care of DISPLAY WORLD. 


CORRESPONDENCE INSTRUC- 
TION—In Window Display. In op 
eration for over 40 years with over 
20,000 graduates in nearly every 
country in the world. Write for 
catalog. THE KOESTER SCHOOL, 
Koester Bldg., 3710-12 N. Cicero 
Ave., Chicago 40, Ill. 


POSITION WANTED 
Energetic Englishman, single, aged 
23, experienced in Display, Design 
and Presentation, emigrating to 
U.S. A., April, 1952, requires posi 
tion 

Address BO 3EF 
Care of DISPLAY WORLD 


SALESMEN 


Mid-West, Northwest, South- 
west, and Far-West. Exclusive 
territories open. Well-known 
eastern display firm desires” 
top-flight men to carry one of 
the most outstanding lines of 
unusual display items on the 
market today. For better 
stores and department stores 
only. 


Address Box 3GH 


Care DISPLAY WORLD 








SALESMEN 
To Sell Display Material 
The Sensational 


“Make It Snow” 
Magic Flakes 


in color for direct sale to 
display departments 
Attractive Commissions 
Write Department F 


Make It Snow, Inc. 
30 East 23 Street 
New York 10, N. Y. 


WANTED 


Display Man and Card Writer 
one with proven ability and 
good ideas for Junior Depart- 
ment Store in central Vir- 
ginia. position, 
good opportunity for advance- 


Permanent 


ment, good living conditions. 


Address Box 3JK 
Care DISPLAY WORLD 


WANTED 
Capable 
° ° 

Window Display Mgr. 
for Ladies Specialty shop in 
Midwest city of 75,000 popu- 
lation, located 180 miles from 
Chicago. Give past experi- 
ence and salary needed to 
start. Permanent __ position 
with pleasant conditions. 


Address Box 3DE 


Care DISPLAY WORLD 


WANTED 
Window Trimmer 
Sign Painter 


for promotional depart- 
ment store. Steady em- 
ployment. Good salary. 


SKORMAN’S 
DEPT. STORE 


Ravenna, Ohio 














DISPLAY PERSONNEL 
Thoroughly screened-submitted 
when they meet your requirements 
Displaymen—Designers—Artists 
Salesmen—silk screen 
JUDITH KOPPETT 
ORregon 5-8260 
Qualified Employment Agency 
140 West 42nd St., New York City 











LINES WANTED 


Salesman with following in South- 
west and Southeast desires spe- 
cialty line of novelties, fabrics, 


papers, etc. 


Address BOX 31J 
Care of DISPLAY WORLD 








JTOBBERS 
Manufacturer is offering an exclu- 
RATTAN AND EED line. 
today (on your letterhead) 
full particulars. Give credit 
references. 
Address BOX 2EF 
Care of DISPLAY WORLD 








Salesmen Wanted—Free Lance sell- 
ing nationally advertised displays. 
Year-round opportunity to make at- 
tractive commissions. 
See our ad on page No. 74 
Write for Full Information! 


MOLD-CRAFT CO. 
3729 No. Palmer, Milwaukee 12, Wis. 
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WINDOW TRIMMER—Over IS yrs 
New York City experience in men’s 
clothing and haberdashery Out 
standing displays. Seeks connec 
tion with better type store. Good 
character, energetic, reliable. Will 
relocate Address Apartment 8G, 
205 W. 89th St., New York City 24. 





7 





WANTED for CHRISTMAS 
Christmas Story series for 8 
or more windows. Prefer 
mechanical Will consider 
others 

Address BOX 3MN 
Care DISPLAY WORLD 


DISPLAY 
SALESMEN 


visiting regularly large and 
small users wanted for all ex- 
clusive territories, by a promi- 
nent manufacturer and = im- 
porter of glassware for dis- 
plays Highest commission. 
No objection to non-conflicting 
lines 


Address Box 2CD 


Care of DISPLAY WORLD 


EXPERIENCED SALESMAN 


Leading, nationally-known general display manufacturer needs thoroughly 
experienced top-notcher. Travel Eastern and New England States with 


extensive, original line. Exclusive, established territory. High income for 
a qualifier. Submit full details of past connections, income, age, etc. 
Address BOX 3NO 
Care of DISPLAY WORLD 














FOR SALE 
Surplus Stock 200,000 6” letters and 
numerals cut from %” thick clear 
lumber flat face Kabel style, for 
indoor or outdoor signs, ready for 
finishing. Only 10 cents each. Min 
imum order $1.00. Cash with order 
REX SIGN CO. of L. I. 
94-88 218th St., Queens Village, N.Y. 


Position Wanted—Window Trimmer 
Fully experienced in the Men's 
Wear Retail Field, Promotionally 
minded in Merchandising Interior 
& Window Displays, Soft or Heavy 
Trims—Sho card & sign writer 
interested in or around New York 
Address BOX 3RS 
Care of DISPLAY WORLD 








SALESMEN WANTED 

line of artificial flowers, reed 

and novelties. New England 
Southwest Midwest and 
; | 


commission arrange 


Address BOX FW 
of DISPLAY WORLD 











WANTED-—DISPLAYMAN 
for large South Georgia department 
tore Give details in first letter 
Permanent position for right party 

Address BOX 3HI 

Care of DISPLAY WORLD 








USE THE 
OPPORTUNITY EXCHANGE 
For Any WANT AD Purpose: 


e Positions Wanted 

e Help Wanted 

e Salesmen Wanted 

e@ Used Equipment For Sale 
e Used Equipment Wanted 
e Business For Sale 


1” x 1lcolumn $ 4.00 2”x1column $ 8.00 
1” x 2 columns $ 8.00 2” x 2 columns $16.00 
Cash with order 


April Opportunity Exchange Forms Close 
April 7th 











Barron & 


tecker 


Darling Ce 

David Dean Cok 
Decker Corp., The 
Decorative Displays 
Decorative Plant Cory 
DeWeese Displays, Jac 
Display Equipment Co 
Display Originals ( 
Doerr & Associates 
Dorothea Mechanisms 
Dutch & Son, Samuel ( 





Garrison-Wagner 
Gasthoft's Mtg. C« 

& Stamping 
General ) Corp 
GoldE 

Goldsmith & Sons 
Grainger, R. I 


General 


H 


Hamberger, Inc., David 
Handiform Plastics Corp 
Hansen Mfg. Co., A. I 
Hecht Fixture Ce 
Herzberg-Robbins, Inc 
Hoover & Sons Co., Joseph 


linois Bronze Powder Ce 


Kehoe Display 
School 


rrect-Way 


Products i Front Cover 


ADVERTISING INDEX 


Long Island Display ra) 
Products Corp 
Lustra-Cite Industries, Inc Quensell Displays 
Lutz, A 7 Quick Animated Displays, 
Stephen 


M R 
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Most display men are aware of this fact — that sign 
printing machines are a ‘‘must’’ in today’s 
merchandising picture. 

Our suggestion above has to do with getting the 
right machine for your needs. Before you buy, 
make it a point to get all the facts on all the differ- 
ent makes available. Compare them in terms of 
original cost, simplicity, speed and ease of opera- 
tion, Hexibility, durability, lasting economy. 

Our motive in this is simple. When a complete 








See the one and only 
Showcard Machine 
before you buy 
sign-making equipment 
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analysis is made, we're satisfied you'll want 
Showcard Machine. 

Here are just a few Showcard Machine advan- 
tages — low first cost; complete flexibility of type, 
layout and colors; performance assured by the 
only guarantee of its kind in the field. Let us give 
you the facts and we'll rest our case. 

A letter or a post card is all it takes. Why not 
write today — before you buy any sign printing 
machine. 


Showcard Machine Model A, 
one of several models which 


answer all requirements. 
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BASKIN selects mannequins 


and forms by DARLING... 


for their swank new Evanston suburban store 


Darling’s exclusive Femina mannequins and superb 
fashion forms were the logical choice to 
compliment the fine, quality merchandise and 


atmosphere that is traditionally Baskin’s. 


Free brochures are available showing our complete 
selection of men’s, women’s and children’s 
mannequins and forms. Write for your copies or 


see your Darling Displays Distributor today! 


DISTRIBUTORS IN MOST PRINCIPAL CITIES 


4 ‘ L. A. DARLING COMPANY, BRONSON, MICH. 
NEW YORK CHICAGO LOS ANGELES 





